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sells on sight... boosts expansive bit sales 


inwin 
MICRO-DIAL 
Me. 22 
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Irwin Micro-Dial in new “Hang 
Up" Box. Two sizes: No. 21 bores 19 
standard holes, % to 134”; No. 22 
bores 35 standard holes, % to 3”. 
No. 21 retails at $3.40 each. 
No. 22 retails at $3.80 each. 


Irwin Lockhead in new “Hang-Up" 
Box. Two sizes: No. 1 bores 15 
standard holes, % to 1%"; No. 2 
bores 35 standard holes, % to 3”. 
No. 1 retails at $2.90 each; No. 2 
retails at $3.45 each. 


Another Irwin first that keeps you in step with today’s 
modern and profitable trend to “sight selling.” Here now 
is a new and versatile “Hang-Up” Box that gives plenty of 
extra “eye and buy” power to Irwin Micro-Dial and Lock- 
head Expansive Bits. Here now is the convenient display 
you have always wanted to move even more of these “best 


sellers.” Simply hang on peg board, nail or pin. 


Small, handy, easy-to-use at multiple traffic points in 
your store. Profitable to use because Irwin’s new “Hang-l p” 
Box catches the eye, creates the urge to buy, boosts self- 
serve expansive bit sales. Depend that this timely Irwin 
selling help for hardware and building supply dealers is sure 
to add many more dollars to your cash receipts — and at no 
extra cost to vou. Order Micro-Dial and Lockhead Expan- 
sive Bits in the brand new Irwin “Hang-Up” Box today. 


Free! New Irwin Catalog. The most 
complete and easiest-to-use wood-boring 
tool catalog ever. All Irwin bits and 

vecial features are illustrated. No 
hing for needed information. Saves 
ordering time gives balanced stock 1 
ommendations. Write Irwin, Wilmington, 
Ohio, today. 


Order from your Irwin wholesaler today 


The Irwin Auger Bit Company 
at Wilmington, Ohio, USA, since 1885 


Typical store scenes show how Irwin's new and handy “Hang-Up 
Box displays Micro-Dial and Lockhead Expansive Bits on peg board, 
nail or pin at multiple traffic points for more “sight sales.” 


rae 
aE 
~ 5 
> 


\ 


~ 





A small mint in less than 
2 sq. ft. of floor space! 


HODELL , m. 
Dog Chains ° 


You'll sell more dog chains... and sell them faster... with 
this compact and colorful display. 67” high, dog owners can’t 
miss it. They'll stop to examine the chains, handle them to 
get the feel. Their quality is immediately apparent. Result: 
more impulse sales for you, more sales set up for the future. 
You'll get the fastest possible turnover ... with this attractive 


merchandising display and starter set. 


Here’s how starter stock pays off 


Returns, atretail . . . . . $36.60 
(at suggested resale prices) 


Dealer's cost, complete. . . 


DEALER’S PROFIT 


(Prices subject to change) 


36-piece starter stock includes a balanced assortment of fast- 
selling, brightly plated Dog Leads, Choke Chain Collars, and 
Exerciser Chains. You can order individually packaged refills 
of any item, at any time, through your distributor, to keep 
your stock complete and working for you all the time. 
(Shipping weight, complete with display stand, 23 Ibs.) 


Complete with 36-Piece Assortment 
and Display Stand 


A certain sales-maker. Requires only 15” x 18” of floor space. 
Brightly colored sign and sturdily constructed, well-balanced 


stand made of quality bar steel stock, weighs 7 Ibs. One screw 
assembly. Plenty of room on racks to display biggest items. 


Write for Illustrated Catalog Sheet 
Order From Your Hodell Distributor 








HODELL CHAIN COMPANY 
CLEVELAND 3, OHIO 


Division of National Screw & Mfg. Co 
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STEEL PRODUCTS 


your customers buy 
again and again 


WOVEN-WIRE FENCE 


Bethlehem Fence is well-made, neat- 
looking fence . . . the kind that 
farmers like. It puts up a stubborn 
battle against rust, too, because 
of its tightly applied zinc coating. 
And with its hinge-joint, cut-stay 
construction, it remains erect and 





NAILS AND STAPLES 

Bethlehem Nails, Brads and 

Staples are furnished in a wide variety of popular styles 
and sizes. Bright, galvanized, blued, or cement-coated. 
Packed in 50-lb and 100-Ib cartons. 


BOLTS AND NUTS 
Bethlehem Bolts and Nuts are tough 
and rugged. They have smooth threads 
and straight shanks, and the sharp, 
accurately formed corners make bolt 
heads and nuts easy to grip. 


serviceable. Bethlehem Fence comes 
in designs for every farm need... 
for poultry, cattle, hogs, etc. 


BARBED WIRE—Bethichem Barbed 
Wire is fully coated with zinc for rust pro- 
tection. Strands are uniformly twisted, 
and the sharp barbs are tightly wrapped 


and equidistant. Furnished on 80-rod ; ; 
reels in all popular designs. SZ ; ROOFING SHEETS—Farmers like the low-cost pro- 
. tection afforded to farm buildings by galvanized roofing 
and siding. Bethlehem Galvanized Steel Sheets are easy to 
install and have a tightly adhering coating of rust-defying 
zinc. Furnished in the following designs: Corrugated, V- 
BALE TIES—These top-quality bale ties have plenty of crimp, Roll Roofing and Stormproof (non-siphoning type). 
strength, plus a special finish which retards rust. The long, 
spiral wrap comes off in one piece, eliminating any danger 
of tag-ends getting into the hay. Furnished with long-oval 
loops, in standard bundles. 


AUTOMATIC-BALER WIRE 


A special grade of annealed 

wire made according to spec- 

ifications of the American 

Society of Agricultural En- p Self-fastener Studded "T’ Post Self-fastener 
gineers. Packed in handy : "U" Post with wire clip Angle Post 

cartons, Bethlehem Auto- ; : 

matic-Baler Wire is manufac- sel FENCE POSTS— Bethlehem Posts are strong and easy to 
tured to uniform gage, and drive. Husky anchor plates hold them firm. Lugs on the 
meets requirements of mod- ~~ self-fastener posts are hammered down to hold fence wire 
ern pick-up balers. fast. A wire clip holds fence snugly against the ‘“‘T”’ Post 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


On the Pacific Coast Bethlehem Products are sold by 
Bethlehem Pacific Coast Steel Corporation 
Export Distributor: Bethlehem Steel Export Corporation 


BETHLEHEM STEEL 


Ga., t Smith Put ng Comy ralton } Atlanta, Georgia 1 
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The Biggest Name in Rope - 
Backed by the Biggest Promotion 


Rope dealers everywhere want Columbian dealerships because 
Columbian is the biggest name in rope —the name best known by 
The Pick-Me-Up Brings boat-owners from coast to coast. 
Self-Service to Rope Columbian supports this name with the most extensive promotion in 
the cordage industry. Columbian’s 1959 advertising appears in Popular 
Boating, Motor Boating, Boats, Outboard, Yachting, Boating Industry 
and Marine Dealer. Circulation is more than 1,566,147 copies 


Columbian Rope is available in time-tested Manila and high-strength 
Nylon and Dacron® down to the newest synthetic on the market today. 


Columbian rope is packaged in fast-moving, eye-catching cartons and 
we supply the Pick-Me-Up Self Service Merchandiser and the #57 
Merchandiser — two silent salesmen that help you make more sales. 


Easy Measuring, Easy If you are not already a Columbian dealer, write the Columbian Rope 
Cutting with the No. 57 Company, Auburn, N. Y., today, for full information. 
Merchandiser *Dacron: A trademarked duPont polyester fibre 


COLUMBIAN Rope Company 


Auburn, “The Cordage City”, New York 


For more information use Handy Return Card, Page 53 SOUTHERN HARDWARE for JUNE, 1959 
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SouTHERN BuILpING SuPppPLies TEXTILE INDUSTRIES | home workshop customers want 
SouTHERN FARM EQuIPMENT SovuTHERN Power & INDUSTRY : 
RIGID ... Pays to stock ‘em 


— call your Wholesaler now! 
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BUSINESS TRENDS 


> Business Picture 
Rising sales at all levels of the trade are ample evidence that recession 


fears have faded. The nation’s economy is in the full swing of recovery and 
predictions are that the rising trend of business will carry well into 
1960 and possibly longer before leveling off. The consumer has come back 
into the market with a splash and business is currently building up 
inventories rapidly in sharp contrast to a year ago. Marring an otherwise 
rosy picture is the uncertainty of wage talks in steel. At press time 


it appeared that a strike of some four to six weeks might result. 


> Retail Sales 


Sales by the nation's retailers have hit a new record high. 
Mid-way the year’s first quarter sales were at an annual 
rate of 17.9 billion dollars, sharply above the 16.1 billion 
a@ year earlier. In May, department store sales were 8% 
ahead of 1958. Things were bright for wholesalers too, March 
sales hitting a record 12.1 millions. In the year's first 
two months sales by dealers in the hardware classification 
were 14% ahead of 1958. 





























> Installment Sales 


Best proof of the confidence of consumers in future business is 
the rising level of installment buying. Outstanding installment 
debt jumped about one billion dollars in the first quarter of '59 
as consumers flocked back into the market. Consumers are bor- 
rowing also because their incomes are rising. 











> Construction 


Good news for hardware retailers and wholesalers is the continuing 
strength of construction activity. Spending on new construction for the 
first four months of the year hit a rate of 54.3 billions. Actual out- 
lays for 1958 were 49 billions. So far this year outlay for new homes 
is running 29% ahead of last year. 











> Consumer Income 


Personal income reached 366 billion dollars in the first quarter 
of 1959, up 17 billion dollars (5%) from a year earlier, the 
low of the 1957-58 recession. "Real" income adjusted for 
changes in consumer prices in the first quarter is still about 
14% below the pre-recession high. 














> Farm Income 


Farm cash receipts in the first quarter were slightly larger 

than in the same period for '58. The volume of marketings 

offset lower prices. Despite a hike in production expenses, 

net income will be about the same, though it is expected to 

average out somewhat less for the entire year. ad 








(See page 12 for current report on wholesale hardware sales.) 
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IGLOO . 


follow the leader... 
THE PIONEER 


EW IN PORTABLE WATER 


~ 
(a) 
\\ < 
DNC 
0 COOLERS, LEADS THE FIELD 
(We IN SALES AND ACCEPTANCE BECAUSE: 


IGLOO WAS FIRST WITH A SOLID BOTTOM 


IGLOO WAS FIRST WITH A RECESSED SPIGOT 


7 WAS FIRST WITH PERMALINING 


IGZOO WAS FIRST WITH ROLLED HAND GRIPS 


IGLOO WAS FIRST WITH INDIVIDUAL PACKAGING 


00 WAS FIRST WITH FULL-SIZED TOP OPENING 
- \ 3 IGLOO WAS THE FIRST FULLY CORRUGATED COOLER 
\ IGLOO WAS FIRST WITH A ROUND INSIDE BOTTOM 


STOCK AND DISPLAY 


WORLD'S FASTEST SELLING WATER COOLER 
(it sells itself!) 


MEMPHIS 4, TENNESSEE 


IGLOO: Economy Cans, Standard Coolers, Heavy Duty Coolers, Stainless Steel Coolers, Utility Truck Coolers, Split Unit Coolers 
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INDUSTRY NEWS 


Lawn-Boy Names New 
Regional Sales Heads 


IN ESTABLISHING a new regional 
factory sales operation, John P. 
Litchfield, sales manager, Lawn- 
Boy, Lamar, Mo., announced the 
following appointments: 


Berret 


The new Southeastern sales re- 
gion, ranging from West Virginia 
to the Gulf and east to the Mis- 
Sissippi River, will be managed by 
Donald N. Berret, formerly South- 
ern district sales manager and a 
member of the Lawn-Boy sales 
department since 1953. Berret lives 
in Jacksonville, Fla. 

Ted Bell, Jr., of Kansas City, 
Mo., was named Western regional 
sales manager and will headquar- 
ter in Kansas City. He also has 
been with the company since 1953. 


. 


Mann Edge Tool Acquires 
©. A. Norlund Co. 


THE MANN EDGE Tool Co. of 
Lewistown, Pa., has purchased the 
O. A. Norlund Co., Inc., of Wil- 
liamsport, Pa., according to an- 
nouncement made by Harold E. 
Manbeck, vice-president of the 
acquiring organization. 

The Norlund company is a man- 
ufacturer of fish landing gaffs and 
foot safety devices. Manbeck 


6 


states that its operations will be 
moved to the Lewistown plant 
where business will be continued 
under the name of O. A. Norlund 
Division, Mann Edge Tool Co. 


° 


Lawn - Garden Trade Show 
to Be Held in October 


THE MIp-AMERICA Lawn, Gar- 
den, and Outdoor Living Trade 
Show will be held October 8-10 at 
the International Amphitheatre in 
Chicago, according to Frank M. 
Yeager, managing director. 


° 


Rubbermaid Elects New 
Sales Vice-President 


DIRECTORS OF Rubbermaid, Inc., 
Wooster, Ohio, recently elected E. 
J. Fredericks as vice-president in 
charge of sales and marketing, ac- 


Tait Salesmanship 


ee 
i“ 
E. J. Fredericks 


cording to an announcement by 
Forrest B. Shaw, president and 
general manager. 

Fredericks joined the company 
in 1956 and has served as director 
of marketing since August 1958. 


Award Presented 


The top Tait Manufacturing Co. salesman in the nation was announced by Frank 
Hickey, right, vice-president and general sales manager, at a week-long sales 
meeting in Dayton, Ohio. He is Harvey Stell, center, of Birmingham, Ala., who 
covers the Alabama-Mississippi territory. Brand Laseter, sales manager of the 
Rapidayton and Commander Divisions of the firm, presents to Stell the Frank 
M. Tait Salesmanship Award, which was named for the founder of the company. 
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What you’re really buying from your Lamson Distributor... 


He helps you 
cut fastener 
inventory costs 


ECAUSE your Lamson Distributor 
B maintains complete fastener stocks, 
close to your plant location, your own 
investment in fastener inventory can be 
reduced. This means less capital tied up 
in inventories...cuts your warehousing 
and handling expense. 

In addition, you get these PLus 
BENEFITS: 

“Special Delivery” Service — you get 
fast delivery service from complete 
local stocks...round-the-clock service 
in emergencies. 

Reduced Purchasing Costs — your 
distributor buys in large quantities, 
takes maximum advantage of bulk ship- 
ping rates. Thus you save high freight 
costs on smaller orders...save follow- 
up costs, too. 

Production Continuity — you save 
production delays due to“ out-of-stock” 
items. No waiting for production-run 
quantities. 

For the finest in fastener quality, 
choose from the complete Lamson line. 
Your Lamson Distributor matches this 
superior quality with superior service! 


Your Lamson Distributor stocks 

Cap Screws + Finished Hex Nuts « Heavy 
Semi-Finished Nuts « Machine Bolts 
Carriage Bolts * Hex and Square Nuts 
Machine Screws + Stove Bolts « Cotter Pins 
Wire Rope Clips...in a 

complete range of stzes and types. 


LAMSON & SESSIONS 


5000 TIEDEMAN ROAD «+ CLEVELAND 9, OHIO 


Plants in Cleveland and Kent, Ohio + Chicago and Birmingham 


SOUTHERN HARDWARE for JUNE, 


Rifey =e 


a 


cat deemetiiee ~~ 


setae 


= pee 


+ 


‘i 
Le 
hy 


Es zo 2s sw Fs = 





Ti 
= 


we ke on] ee 


Sr) 





ER 


i ; 


J 


For more information use Handy Return Card, Page 53 






Se ‘et 


aut 


. 


: st 


Tf) ii vie 
avai 


3 er3 oo 
a 1 s/t 


ae 
ie 


. 








a? 


For more information use Handy Return Card, Page 53 


GET YOUR FAIR SHARE 
SALES AND 
TRIPLE YOUR 








“Hunters are expected to spend well over | billion dollars 
for guns and for a huge variety of paraphernalia and services 
that give the guns logistical support.” 


NEWSWEEK MAGAZINE 








Chances are that, after a somewhat 
shaky start, 1958 proved to be an excel- 
lent year for your gun and ammunition 
sales. Some sixteen million American 
hunters spent well over a billion dollars. 

But the fact of the matter is that you 
probably missed out on a considerable 
amount of business that could have been 
yours. 

Consider this for a moment. The man 
who comes in and buys a Winchester 
deer rifle and Winchester or Western 
ammunition does so for only one reason. 
He wants to go hunting. After he has his 
rifle and ammunition, he is equipped to 
shoot, but he is very far from being ready 
to hunt. For every dollar a hunter spends 
for a rifle, shotgun, or ammunition, he 
spends two or three dollars on additional 
equipment. Those sales could and should 
be yours. 


YOU ARE IN THE RIGHT SPOT 
AT THE RIGHT TIME 


The fact that he came to you for his 
firearm tells you automatically that he 
considers you a prime source for his 
hunting needs. The fact that you sell 
firearms and ammunition makes you 
automatically, in his mind, an authority 
on all other hunting equipment. And if 
he had to go elsewhere to buy the re- 
mainder of his gear you’ve—just as auto- 
matically — lost out on a very substantial 
sale. 


HOW MANY ADDITIONAL 
POTENTIAL SALES? 
Let’s take two examples to illustrate what 
it takes to change a man with a gun and 
ammunition into a hunter. First, take the 
deer hunter. 





Say you have successfully sold him a 
Model 70 and a hundred rounds of Silver- 
tip ammunition. But, in addition, very 
soon he will want, need, or replace most 
of the following: 

Approximate 

Equipment Price 

Scope and mounts $ 85.00 
Binoculars 60.00 
Compass 3.00 
Lantern 7.00 
Cleaning equipment 3.00 
Knife 3.00 
Gun case 10.00 
Cartridge belt 6.00 
Insulated underwear 26.75 
Hunting coat, pants and hat 52.00 
Hunting shirts and gloves 12.50 
Socks and boots 22.95 
Sleeping bag 25.00 


$316.20 


The list is far from exhausted, yet it 
already indicates potential additional 
sales of well over three hundred dollars, 
a sum several times larger than if you 
limited yourself to firearms and ammu- 
nition sales alone. 

Now consider the case of the man who 
buys a Model 12 and a hundred rounds 
of Super-X, he also needs the following: 


UPLAND SHOOTING 


Approximate 
Equipment Price 


Shooting glasses $ 20.00 
Cleaning material 3.00 
Hunting clothes 45.00 
Gun case 10.00 
Hunting shirt 8.50 
Boots and socks 18.50 


$105.00 
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OF RELATED GOODS 
DOUBLE or 
PROFITS 


DUCK SHOOTING 
Approximate 
Price 


Equipment 

Shooting glasses 
Lantern 

Cleaning materials 
Hand warmer and fluid 
Duck call and record 
Two dozen decoys 

Gun case 

Insulated underwear 
Hunting shirt and gloves 
Boots and socks 
Waterproof hunt suit 
Parka 


Here again your potential additional 
sales are over two hundred dollars. As 
you probably noticed, there is nothing 
listed that a competent arms and ammu- 


nition salesman could not sell. Pe , . 
wei The full color Winchester 22 display pictured here is a real 


WHAT ANO WHAT NOT TO STOCK attention getter. It’s ready for you now, and is especially designed 


: elp sell aximum number of the popular Winchester 22 
How far the combined selling of related to help you sell a m u oe Poy 


items may be extended profitably de- models plus more Winchester or Western rim fire ammunition. 


pends on several factors. Available floor This is the height of the 22 sales season so mail in the coupon 


space, size, and ability of your sales force today. Your free display will be mailed to you immediately. 


are obvious considerations. To maximize 


e«eeeernreeenrene4#ees* 
e*eeneeneneeeeeneee 


your potential, the related products you a a eye aE ee er ee ye 
add should appeal to the same group of 
customers who purchase your arms and 
ammunition. Secondly, check to see that 
the related goods items you add to your WINCHESTER Heston 
stock are available through wholesale or TRADEMARK a 
nye — pong ——e “ae Q Olin Mathieson, Winchester-Western Division, New Haven 4, Conn. 
finally, they should require equal 
amounts and similar kinds of selling 
effort. Winchester-Western Division 
Olin Mathieson Chemical Corporation 

SOME GROUND RULES New Haven 4, Connecticut 
It’s axiomatic that a cheerful and friendly Dear Sirs: 
store will attract more trade than one Please send me the free, new, full color Winchester 22 display. 
that isn’t. Lighting should be ample. Name 


Keep manufacturers’ catalogs, brochures Store 


Address 


and literature exposed and available. A 
Winghester or scope is a considered pur- 
chase —the prospective customer will City 


ss naidtiiaiaiebinlimniapainae’ 


appreciate any literature you give him. 
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Check and Compare These 5 Selling Features of 





1. NAILS ON ALL FIVE V'S—five nails 
across provide extra holding power 
in severe winds and storms. Offer 
your customers this BLUE RIDGE ad- 
vantage with no premium in price, 


2. SPECIALLY-FORMED V'S keep wind- 
blown rain, sleet, and snow from 
seeping under sides. Show customers 
how sheets match tightly and easily 
with any standard V-crimp or V- 


4. THREE RIB STIFFENERS ct the lap 
ends of BLUE RIDGE Sheets stop 
water from siphoning in heavy rains 
and storms .. . help hold sheets flat 
even in gusty winds. 


5. CENTER CRIMP adds strength to 
BLUE RIDGE Sheets—prevents sag- 
ging or buckling both during handling, 
and when it is installed and in serv- 


et les 





drain-type roofing. ice on the customer's roof, 


For a superior channel steel roofing—offering you the oppor- 
tunity to make extra sales—and additional profits—stock a 
supply of Republic BLUE RIDGE now. It is available in 29, 28, 
26, and 24 gages, with heavy (1.25 ounce) Certified Full- 
Weight Galvanized Coating. For more details, contact your 
Republic representative, or mail coupon at lower right. 


3. LAYS FLAT—WNAILS FLAT—STAYS FLAT 
—DOESN'T CRACK AT NAM HOLES — 
because it is precision formed from 
strong, ductile steel. BLUE RIDGE 
further builds sales because it is 
fireproof, verminproof, and rotproof. 








OTHER REPUBLIC 






PRODUCTS FOR 







SOUTHERN FARMS 
AND HOMES 











Precision-Wound” Automatic 


Tough, strong, woven wire fence 
Baler Wire for high-speed balers. 


in all popular styles and sizes, 








Bolts and nuts in all sizes and 
types, ideal for farm use. 


A complete range of wire 
nails and staples for every 


Galvanized barbed wire in 
all popular styles, 


Flexible plastic pipe for 
wells, water lines, stock 
waterers, and irrigation, 





requirement. 
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REP 
SIrEEL 


Wanufaclined inte Soute 
Gor Souter Faund 


SOUTHERN PLANT—GADSDEN, ALABAMA « GENERAL OFFICES—CLEVELAND 1, OHIO 


REPUBLIC STEEL CORPORATION 
DEPT. SH-7822 
1441 REPUBLIC BUILDING + CLEVELAND 1, OHIO 


Please send me information on: 

O BLUE RIDGE Roofing O Plastic Pipe 

UO Woven Wire Fence O13% Oe High Strength 
O Automatic Baler Wire Barbed Wire 

O Nails and Staples 0D Bolts and Nuts 


Name Title 





Company. 
Address 
City. Zone State 
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INDUSTRY NEWS 


Reid H. Cox Registers 
Utility Can Trade Mark 


Rem H. Cox, president of Reid 
H. Cox & Co., manufacturers’ rep- 
resentatives with headquarters in 
Atlanta, Ga., announces the award 
by the Commissioner of Patents, 
U. S. Patent Office, of registration 
of trade mark No. 676527 for the 
company’s Colonel’s Pride Utility 
Can. 


. 


Two Assume Posts as New 
Belknap Sales Directors 


RUSSELL PROCTER, president, 
Belknap Hardware and Manufac- 
turing Co., Louisville, Ky., an- 


nounces that effective May 1, Vic- 
tor A. Snow, Jr., succeeded Hous- 
ton H. Burnett as director of sales 
of the Southeastern Division com- 
prising North Carolina, South 
Carolina, Virginia, Florida, and 
Georgia. 





Rudesill 


Simultaneously, Clifford F. Ru- 
desill succeeded George E. Martch 
as director of sales of the Northern 
Division comprising New York, 
West Virginia, Ohio, Pennsylvania, 
and Maryland. 

Both Burnett and Martch retired 
from the company April 30 after 
a long period of service. 

Burnett began his career with 
the Keith Simmons Co., in Nash- 
ville, Tenn., in 1915, and joined 
Belknap in 1923 as a sales repre- 
sentative. He was brought into the 
house as a director of sales for the 
Southeastern Division in 1937, was 
made a director of the company in 
1943, and vice-president in 1955. 

Martch started with Belknap in 
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1914 and worked in the house until 
he was assigned a territory in 1915. 
After traveling West Virginia, 
Ohio, and Maryland, with head- 
quarters in Fairmont, W. Va., he 
was transferred to Louisville in 
1949. He was director of sales of 
the Northern Division and was 
elected a director of the company 
in 1956. 

Snow joined Belknap in 1939 
and was assigned a regular terri- 
tory in Danville, Va., in 1942 after 


(Continued from page 6) 


having served as a specialty sa, 's- 
man in several different depari- 
ments. He was transferred back to 
Louisville in 1948 and was ap- 
pointed director of sales promotion 
in 1954. 

Rudesill came with Belknap in 
February 1951 and was assigned a 
territory in the same month with 
headquarters in Edwardsville, III. 
He was transferred to the Louis- 
ville office in April 1959 to succeed 
Martch. 


Continued Increase in Sales 
Reported by Southern Wholesalers 


THE SALES trend for Southern 
hardware wholesalers continued 
upward in April. Across. the 
South and Southwest sales aver- 
aged 11.3% above April 1958, and 
for the year’s first four months the 
gain in sales averaged a_ solid 
15.2% for the typical southern 
distributor. 

The monthly compilation of 
sales data by SOUTHERN HARDWARE 
revealed that the sales increase in 


April was greatest among Mid- 
South wholesalers, the average 
gain being 15%. Southeastern 


wholesalers reported an average 
increase of 11.7% while whole- 
salers in the Southwest could point 
to a climb in sales that averaged 
out to 7.1%. 

Even more impressive is the 
gain in sales in each geographical 


region of the South for the year to 
date. In the first four months of 
1959 Southwestern wholesalers 
averaged an 18.9% increase over 
the 1958 period. Mid-South whole- 
salers were next in line with an 
average gain for the period of 


16.6%. In the Southeast, whole- 
salers reported an average in- 
crease of 11.4% for the four- 


month period. 

April sales were modestly ahead 
of March in all geographical re- 
gions but the Southeast. The aver- 
age gain for the entire South was 
3%. 

Inventories in April increased 
slightly for a majority of South- 
ern wholesalers. The increase was 
heaviest in the Mid-South, the 
average being 8.2%. The gain for 
the entire South averaged 6.5%. 





WHOLESALE HARDWARE SALES AND INVENTORIES 
SALES 


Percent Change 


INVENTORIES 


Percent Change 








GEOGRAPHICAL 
DIVISION Apr. 1959 Apr. 1959 4 Months ‘59 Apr. 1959 
from from from from 
Apr. 1958 Mar. 1959 4 Months ‘58 Apr. 1958 
SOUTHEAST +11.7 —4.3 +11.4 +4.6 
MID-SOUTH +15. +3.1 +16.6 +8.2 
SOUTHWEST + 7.1 +1.6 +18.9 +7.0 
ENTIRE SOUTH +11.3 +3. +15.2 +6.5 
Geographical divisions: Southeast (W. Va.. Va.. S. C., N. C., Ga., Fla.) Mid-South (Ala 


Tenn., Ky., Miss.) Southwest (La., Ark., Okla., Tex.) 
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There is 
nothing finer 
thana... 








The DIAMOND and DIAMALLOY 
trade-marks assure the user 
lifetime service satisfaction 

in wrenches, pliers and snips. 
The finest tools have 


these trade-marks... 


DIAMOND -DIAMALLOY f - , 


DIAMOND TOOL ad /0/'8Sh06 (7, 


fy Y DULUTH, MINNESOTA e TORONTO, ONTARIO 





ANY MODEL YOU NEED IN SUBS.OR JETS 


THE ADVANCED, SIMPLIFIED 2-WIRE 


The industry leader 


Get into the booming and profitable submersible $ 1 64 5 ¢@ ’ 
: retail 


pump business quick with the industry leader: the 
Rapidayton 2-wire. Sensational new 3 STAR and ' hA.p. for depths to 90 ft. at 40 /bs 


5 STAR models give you a head start! Advanced, 
simplified design makes installation easy. Factory J ] 9 4 5 0 retail 
attached cable. No control box needed. Tait made . 

"2 h.p. for high capacity, pressure 


oil-filled motors, match pump for optimum per- 


formance and longer service. included with each pump 


60 ft. factory attached cable 
and overload protection 
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ALLOW WELL, CONVERTIBLE, ANI 


America’s No. 1 competitive jets. Build volume 80 7] 5 
R» ' 
retail 


and profit, insure customer satisfaction, cut serv- 
ice ‘ ini . 7 > sdav a+. : 
ice to a minimum ~all with the Rapidayton Jet for Ys h.p. shallow well pump only 
star. Heavy-duty NEMA 56-frame motor; open, 
separate motor mounting bracket; bronze im- D 1 2? 75 
peller, nozzle, venturi; Quad Volute diffuser inte- . retail 
grated with cast iron pump body...NEW! '% pp. vertical pump with 
Vertical Jetstars for big volume in single-pipe 9/7 ejector, well adapter, foot valve 
markets; competitive even in %4 and 1 h.p. 

*Traden 
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Big volume in subs lies ahead. Get your share 
of this highly-profitable booming market — 
NOW—-with the industry’s pace-setter: the 
Rapidayton. Dominate the entire 4” submers- 
ible market—both shallow and deep wells— 
with 2-wire or 3-wire Rapidayton models. 
Then go after the really BIG jobs (industry, 
business, motels, institutions, irrigation) with 
the 6” models. For the greatest possible com- 
petitive strength in this fastest-growing seg- 
ment of the water systems market, you need 
only stock and sell Rapidayton exclusively. 
Check Rapidayton design. Check features. 
Check quality. Check profit potential. Rapi- 
dayton leads all the way—with subs 100% 
designed, made, and warranted by Tait, in- 
cluding motors and motor parts. 


TAIT-MADE O/L-FILLED MOTOR 


Designed and 100%-made by Tait for 
optimum performance with a specific 
pump. Oil-filled, with perfect seal, elec- 
tronically tested. Two-piece stator con- 
struction permits use of more copper 
and more insulation, eliminates hidden 
damage, insures greater dependability, 
longer life. 


SUPERIOR STAGE DESIGN 


Field-proven nylon impellers, hydrauli- 
cally balanced, have larger diameters, 
creating 56% more pressure per stage, 
making a much more efficient pump. 
Stage construction—nylon to stainless 
steel — reduces friction and provides the 
greatest resistance to abrasion known. 
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*Trademark 


G VOLUME 
G PROFIT 





Tait is the only water systems manufacturer 
who can supply you with EVERYTHING you 
need in jets as well as EVERYTHING you 
need in subs. If you’re in a rough, tough, com- 
petitive jet market, build volume AND profit 
with the high-quality, low-priced Jetstars 
(see opposite page). To upgrade your jet busi- 
ness for MAXIMUM profit, sell the famous 
tapidayton Champions.* Available in single 
and multi-stage models (many packaged), 
Rapidayton Champions are completely deluxe 
and represent a supreme quality which has 
all but disappeared from many competing 
pump lines. Champions are really fine pumps. 
The ALL-BRASS multi-stage vertical Super 
Champ and the two-stage Rapidayton Twin 
are examples of Champion superiority. 


Keepidagion 


The Tait Manufacturing Company, Dayton 1, Ohio 


Established 1908 as The Dayton Pump and Manufacturing Co 





(1958 Tait Mfg. Co 
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My FIRST trip this past month 
was through the new WET State of 
Oklahoma . . . Everyone reported 
business to be great ... Gene 
Smith, president of Oklahoma 
Hardware Co., was enroute to the 
Southern Wholesale Hardware As- 
sociation convention via Cadillac 

. accompanying him were Mrs. 
Smith, his son and daughter-in- 
law and grandson. . . Understand 
they made a quick trip to Havana 
before returning to work . . . Emzy 
Saul was busy working up their 
summer circular and Mack Croom, 
Jr., had his hands full in buying 
additional spring merchandise. 

Found William Gates of Gates 
Hardware & Supply Co. with a big 
smile ... He was going through 
their orders that had been shipped 
yesterday You would never 
know it but Bill was 65 on May 5 
. . » Retirement is not in his plans 
as yet as he has two children still 
to send through college and then 
he may give it some consideration. 

Charles Nash, Sr., of Nash Hard- 
ware Co., had just returned from 
a business and pleasure trip down 
South .. . He and his wife spent 
four days at Port Aransas and 
caught so many fish they had 
trouble getting rid of them 
His largest catch was a seven-foot 
shark . . . Charlie mentioned that 
he had to miss the Southern Con- 
vention this year . . . This is the 
first time in 20 years. 

Understand Western Windmill 
Co., Lubbock, Texas, has been pur- 
chased by a group headed by S&S. S. 
Forest, Lubbock lumberman and 
former mayor ... Operation of 
the firm will continue much the 
same with several new lines to be 
added . . . Stanly Roberts, Jr., of 
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Southwest Ramblin’s 


By RUSS BAITY 








Divisional Manager 
Dalias, Tex. 
J. Wiss & Sons Co. 


Roberts, Sanford & Taylor Co., had 
just returned from Palm Beach ... 
He reported the convention to be 
fine but the fishing lousy ... 
However, he had quite a fish story 
about another fishing trip in Ark- 
ansas ... Not many fish were 
caught but they had to cut one in 
two in order to get it home... 
Thurston Hunter has been laid up 
with a bad back but is now back 
on the job. 

Carl Johnson, president of Wal- 
ter Tips Co., took time out to show 
me around the Austin Country 
Club... An evening’s entertain- 
ment and golf tournament will be 


held there during the Texas 
Wholesale Hardware & Boosters 
Convention next month. . . That's 


all for now . . . Hope to see many 
of you at the Triple Mill Supply 
Convention in Big “D”. 


* 


American Introduces 
Liberty Handbook 


AMERICAN HARDWARE and E- 
quipment Co., wholesalers with 
headquarters in Charlotte, N. C., 
has presented to a smal] test group 
of retailers the company’s version 
of the NRHA Turnover Handbook. 
The meeting was the first of a 
series to be held throughout the 
company’s trade territory. 

As a member of Liberty Distrib- 
utors, the company is distributing 
the Liberty-version of the hand- 
book which is said to incorporate a 
number of dealer-designed fea- 
tures that make the book simple 
and practical from the retailer’s 
viewpoint. 


(Continued from page 12) 


May Hardware Co. Elects 
Leonard S. May President 


AT A RECENT election of officers, 
May Hardware Co., hardware 
wholesalers in Washington, D. C., 
named Leonard S. May president 
and treasurer and Leo C. May 
chairman of the board. 

Francis P. May and Donald L. 
May were elected vice-presidents; 
George J. Weide, secretary; Rich- 
ard H. Poerstel, assistant secretary; 
and Louise F. Young, associate 
secretary. 





Leonard S. May 


The May company was founded 
in 1874 by the grandfather of the 
current president. With a corps of 
18 salesmen, it covers the Wash- 
ington, D. C. metropolitan area 
and the adjacent territory of Vir- 
ginia and Maryland, going into 
southern Maryland and the eastern 
fringes of West Virginia. 
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Bluefield Now Distributor 
for Congoleum Nairn Line 


BLUEFIELD Hardware Co., Blue- 
field, W. Va., recently was ap- 
pointed distributor in Roanoke, 
Va., for the Congoleum Nairn, Inc., 
makers of Gold Seal floor cover- 
ing. 

Charles M. Harrell, vice-presi- 
dent and general manager, in mak- 
ing the announcement stated that 
all present dealers and prospective 
dealers will be invited into the 
Shenandoah Room of the Hotel 
Roanoke on June 25 for a complete 
showing of all Gold Seal floor cov- 
ering products. 


SOUTHERN HARDWARE for JUNE, 1959 











e Every day there are pulling, binding and 
lifting jobs around a farm that call for the use 
of chain and chain alone. Turn your farm cus- 
tomers’ needs into your profits by stocking 
and displaying a full line of AMERICAN CHAIN 
items on your shelves and counters. 

AMERICAN CHAIN offers the widest selec- 
tion of chain and chain attachments to answer 
any farm job. Shown here are just a few items 
in this selection. All are made to the highest 


from the everyday need for Farm Chain 
by selling ACCO farm chain items like these! 


standards of material and workmanship by the 


largest 


chain manufacturer in the United 


States. All conform to the famous ACCO stand- 
ard of matched quality—meaning any ACCO 
attachment is designed and manufactured to 
the same standard of quality as the chain it- 
self. As a result, when a customer buys chain, 
sell him an ACCO attachment that will give 
him a complete chain assembly of maximum 
strength and safety. 





ft.; 


heavy pattern—7, 7's 
and end links or with hook and end links 
5 pairs to a bag. 


AMERICAN TRACE CHAINS 


Available in regular pattern—6'» 


7,7'2,8ft With rang end, 


or bright zinc plated 
are pac ked 10 to a carton 







66 inches long with welded ring on one 
swivel snap on the other. Coppered 
Elwel Handy chains 


~~” 
Grab hook on one end, slip hook or ring 


Order with or 
1 
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Qo Opoeoniaeooors : he LOG CHAINS S 

os ELWEL HANDY CHAIN ye ~~ L 
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without 
Self-colored 


on the other 
swivel. Five sizes 
Packed one in a bag 


4" to%’. 








for 


chain temporarily. 
attaching 
hooks, swivels, etc., 


} 


REPAIR AND C) Cc ——— Cc 
n ff 
a ae J | SLIP HOOKS 
A fast way to in — i ~tgnossegin 


Also useful 
end links, |} 


to small 


\M? 


log and other 
utility chains 


} Bright } , 9 sizes "to 1" dia. Both 
rte , - ‘ : 

: od fi h. Px ~ tin ga _ types are drop-forged. Nat 
ized finish. acked In cartons. ural finish. 
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TENSO WELL CHAIN 


finish only 
2/0. 
250 ft. 


wr 


for 
ELWEL WELL CHAIN 


Tenso Special Well Chain Available in bright, bright 
comes in bright zinc plated 
and in one size finish. In five sizes —3, 2, 1, 


Pac ked in ke ‘gs 
cartons of 250 ft. 


1/0 and 2,0 
of 500 ft., 


cartons of 


i 

| zinc plated and hot galvanized 
Packed in | 
' 


= 
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ORDER FROM YOUR DISTRIBUTOR 


distributor for complete information 
about these items or writeour York, 


@ Contact your American Chain 





Pa., office for free Catalog DH-176B =< 
y 
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COLD SHUTS 


For joining welded 


chain 


Use one size ~ 
heavier than chain 
. . 3/16" to 1%". -~ 
Nz al finish. . ) 
se 


= = = = 
PUMP CHAIN 
In size No. 6 only, hot galvan 


ized finish only. Chain is gal 
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siz 
Natural vanized after it is made for 
€ real rust resistance. Packed 
100 Ibs. to the bag 
- I . 


TENSO HALTER CHAIN | a 


Has adjustment ring, wire | 4 

and snap 
snaps or two toggles 
6 0.4/0, 
or bright zinc plated. 


toggle 


carton. 


. TENSO TIE-OUT CHAINS 


a ee 


:x<)>~ * . . 


In four sizes—1, 1/0, 2/0 
and 3/0. Two lengths — 20, 30 
feet Swivel every 10 feet 
Bright or bright zinc plated 
One chain to carton 


Also two | 
Nos 
2/0,1/0. Bright | 
10 to 


3/0, 





For more information use Handy Return Card, Page 53 


American Chain Division 


AMERICAN CHAIN & CABLE 


Bridgeport, Conn. * Factories: “York and “Braddock, Pa 


/ fm 





Sales Offices: *Atlanta, Beston, *Chicago, *Denver, Detrovt 
*Houston, *Los Angele hia, Pittsburgt 
“indicates Warehouse Stocks *Portiand, Ore, “San Francisco 


New York, Philadels 


react 
mane 
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PEOPLE ARE BUYING 


ALVANIZED 
EL WARE 
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¢ “J&L ware sells itself when customers can see and feel 
Ma the difference."’ E. R. Bates, rear, points out the as 
sured strength and brightness of the line to an Atlanta 
homemaker and her family. This modern, attractive 
display was prepared in co-operation with the N.R.H.A 











“We increased galvanized ware sales 35°/, 
through display of top quality J&L ware” 


... reports Bates Hardware Co., Atlanta, Ga. 


“The J&L ware line is so complete that 
several items can be featured in seasonal 
promotions throughout the year. And our 
galvanized ware department runs at a profit 
all year round,” says owner E. R. Bates. 

“We keep a complete display of J&L 
ware within the customers’ reach. They can 
see for themselves that steel ware is best 
for the service intended,” adds co-owner 
Leon Nalley. 

The strength, brightness and permanence 
of Jalware and Cream City ware, both pro- 
duced by Jones & Laughlin, are the reasons 
for this typical dealer enthusiasm. 

J&L, an integrated steel company, has 
a stringent control program that assures 
consistently top quality ware. No other 
brand has so many sales advantages. 

Next time you order, specify J&L ware 
for faster turnover, increased profits. 


Another example of how more and more people are 
walking out of more and more stores every day with 
top quality J&L galvanized ware 


Jones & Laughlin Steel Corporation 


Container Division—Consumer Products 


WARE 


Toledo, Ohio; Atlanta, Georgia; Lebanon, Indiana 
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MucH CAN BE said for the 
Southern Wholesale Hardware 
Association convention ee 
not only a good convention, but 
one big, happy-family get-togeth- 
er, enjoyed by all The wives 
in their new summer frocks 
And pappy putting his best foot 
forward is a sight to behold 
Don’t think it’s all play, because 
ideas are exchanged 
And even 
business transacted without fan- 
fare or catalog sheets All and 
all, it is a wonderful party, and we 
extend a rising vote of thanks to 
those who generously give their 
time to make it so First Tim- 
“Look what I've 


good 
Good speakers 


many 


ers always say 
been missing 


in Tennessee 


Take care when you drink 
water from the fountain at Orgill 
Memphis, Tennessee 
Both Messrs 
(Buvers) 


srothers Co., 
It’s catching 
Jackson and Lancaster 
are expecting an increase in the 
family ... It'll be the fourth for 
Mr. Lancaste1 The second fo! 
Mi Jackson 
Harry M. Treadaway is the new 
iles manager at King Hardware 
Co., Atlanta, Georgia Harry 
came up through the ranks, and 
has been with King since 1948 
has one boy, age 7, who aspires to 
be a Little League baseball player 
we wish Mr. Treadaway good 

luck and smooth sailing in his new 
position A. D. Herring, forme! 
sales manager for King, has re 
turned to Chattanooga, Tennessee, 
and is now engaged in the real 
estate business. 

Sullivan Hardware Co o f 
Anderson and Greenville, South 
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Swinging Around 
The Southeast 


aecee eeefry-Holbrook & Associatesese cee 


BY DAN M. FRY 


Atlanta, Ga. 


Carolina, is building a new ware- 
house in Greenville According 
to J. W. Sullivan, Jr., the new 
building will serve the entire 
Greenville area, where Sullivan 
has had offices for a number of 
years Charles Autschul, buy- 
er for Railey-Milam, Miami, Flori- 
da, has moved his family into a 
new home Congratulations! 
Mr. Autschul According to 
friend Dave Hornibrook of E. L 
Hornibrook Co. (manufacturers’ 
agents), Mrs. Hornibrook (Jane) 
got quite a sunburn in Palm Beach 
The same thing happened 
vear before last You have to 
watch that old sun, Jane, it will 
sneak right up on you 
More shows coming up 
this ummer throughout the 
Southeastern territory Dates 
Dealet 
shows are good, most of them suc- 
cessful They demonstrate to 
Mr. Dealer that his 
ire on their toes and really inte 
ested in doing business with him 
Perry Wells, buyer for 
and Co., Tampa, Florida, is 
on the job after a_ successful 
operation At this writins 
Damon Yerkes, Florida Hardware 
Jacksonville, Florida, is on _ his 
honeymoon We were unable 
to find his whereabouts Gor- 
don Astle who works out of Day- 
tona Beach as a rep for John H 
Graham, manufacturers agents, is 
enthusiastic about products of Jet- 
Aer Corp., now being represented 
Many of our 
wholesaler friends and 
turers agents send us news for this 
column, so if you have news (that 
is fit to print) send it to me care 
of SOUTHERN HARDWARE See 
you next month 


dealer 


to be announced late! 


wholesalers 


300ker 


back 


by Graham 
manutac- 
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Yard-Man, Inc. Enters 
Diversified Program 


YARD-MAN, INc., Jackson Mich., 
manufacturer of power and hand 
lawn mowers since 1933, has 
entered into an accelerated ex- 
pansion program which is concen- 
trating on diversification in prod- 
ucts and increased sales in the 
power mower line. To help bal- 
ance the seasonal nature of lawn 
mower sales, the company has de- 
veloped a power driven car for 
boys and girls, a motor scooter for 
general use, and a school furniture 
line. 
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Wall Joins Ridge Tool 
on Demonstration Fleet 


ANOTHER RipGIp “Mobile Dem- 
onstration Wagon” showing what’s 
new in pipe tools was announced 
recently by J. E. Butler, manager, 
sales promotion, Ridge Tool Co.. 
Elyria, Ohio. Simultaneously, it 
was announced that John R. Wall. 
a factory trained representative, 
will cover the states of Florida. 
Georgia, Alabama, Mississippi, 
Tennessee, and South Carolina 


John R. Wall 


Working from a station wagon 
especially equipped with a port- 
able generator, Wall will demon- 
strate all of the Ridgid pipe and 
bolt threading machines and power 
drives, as well as the company’s 
line of hand pipe tools 

With the addition of Wall, the 
company now has four special 
sales representatives on the dem- 
onstration fleet 
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Reynolds Aluminum Supply Company 
P.O. Box 1367, Atlanta, Georgia Dept. SH6 


Please send me more information about your Jal-A-Shade 
Panels and the promotional materials which you offer. 


| _] Hardware Jobber | | Hardware Dealer 


lf you are a dealer, please give name of your jobber 


Firm 





Name 









City State 
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Wonderful, New Idew In Summer Lining 


CAN MEAN SALES FOR YOU 


As you know, more and more home owners are having jalousie 









windows and doors installed in their homes, both old and new. 






With the remarkably simple Jal-A-Shade Panels a home owner 






can cut out the harsh glare of the hot sun and leave the jalousies 






open. This fast moving item can lengthen your profits as well as 
develop interest in other hardware items. Return the coupon 










today for full information. Sun’s rays actually bounce off the enameled alumi 
‘ num JAL-A-SHADE panels, while the same rays 
penetrate unprotected glass jalousies 











The patented 
aluminum clip 
slides into the jal- 
ousie clip and 
then the JAL-A- 
SHADE slides into 
position. Easily re- 
moved and stored 


COMPLETE MERCHANDISING AIDS 
— REYNOLDS — 3 ' 
Colorful Catalog Envelope ; aii ae | a 
. A a Stuffer ¥ + condi 
’ catalog which points 
conn Gs Gia = Oo nee 
tages and the sim colorful sheet is 


plicity of Jal-A available with deal 
Shade Panels is er imprint space 






























Our 44th Year 


REYNOLDS ALUMINUM 
SUPPLY COMPANY 


NEWSPAPER AD MATS « WINDOW STREAMERS P. O. Box 1367 
SELF-CONTAINED CARTON DISPLAYS Atlanta 1, Georgie 









available 
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Texas Wholesalers to Meet in Austin 
for 63rd Annual Convention 


PREPARATIONS were practically 
complete by mid-May for the 63rd 
annual convention of the Texas 
Wholesale Hardware Association 
in Austin, June 12, 13, and 14. 
Members of the Texas Hardware 
Boosters Club habitually meet 
with the wholesalers, mostly for 
fun and association. 

Principal business feature of the 
convention will be the joint meet- 
ing of wholesalers and Boosters, 
with guests, on Friday morning, 
June 12. This is principally a 
function through which whole- 
salers and Boosters welcome each 
other and their guests. The one 
principal speaker is Marvin Vance 
of Austin, who has a national 
reputation for forensics. 

Following the joint session, 
Texas Hardware Boosters. will 
hold their annual business meet- 
ing and will elect officers for the 
year. Wholesalers will meet in 
executive session on Saturday 
morning and will be addressed by 
the president and the executive 
director of the Texas Hardware 
and Implement Association—C. W. 
Scheurer and Ray M. Souder, re- 
spectively, and by William A. 
Phair, editor of Hardware Age. 

Principal mass social event is 
the Friday night social hour and 
dinner to be served in the Stephen 
F. Austin hotel. Everyone is ex- 
pected to attend in costume and 
winners in the costume contest 
will be selected by members of the 
Texas Supreme Court. A “necktie 


party” is promised for anyone 
wearing such. 
There will be the traditional 


golf tournament for men, in which 
Boosters may play Thursday and 
Friday and wholesalers Thursday, 
Friday, and Saturday, with an im- 
posing array of prizes. Special en- 
tertainment for ladies includes a 
luncheon at the Westwood Coun- 
try Club and an Austin tour in air 
conditioned busses, which will be 
used for all mass transportation. 
The concluding social event of 
Saturday night—social hour and 
dinner dance—is scheduled for the 
Austin Country Club. 

In anticipation of heavy attend- 
ance Carl Johnson, past president 
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of the wholesalers and president 
of the Walter Tips Co., Austin 
wholesaler, and George Schutze, 
executive vice-president of Walter 
Tips, have reserved blocks of 
rooms at two leading motels, in 
event of an overflow from down- 
town hotel facilities in Austin. 


am 


Liberty Distributors 
Offer Turnover Handbook 


WHOLESALER members of Liber- 
ty Distributors are making avail- 
able to interested retailers a spe- 
cial “Liberty-version” of the 
Turnover Handbook developed by 
NRHA. 

In production since March 1, 
the Liberty handbook has been 
checked with retailers, whole- 
salers, and other merchandising 
specialists to make certain that its 
design would be simple, practical, 
and easy to use for the average 
hardware-housewares or lumber- 
building material retailer. 

Building on the basic founda- 
tion worked out by NRHA Liberty 
headquarters re-designed the form 
and developed a number of im- 


(Continued from page 20) 


provements and features. 
Headquarters of the group is at 
4300 N. 5th St., Philadelphia, Pa. 


+ 


John H. Graham Appoints 
South Central Rep 
Joun H. GRAHAM & Co., Inc., 


national hardware and housewares 
manufacturing sales agents, an- 





Jim Van Hoy 


nounces the appointment of Jim 
Van Hoy to the South Central ter- 
ritory including the states of 
Texas, Oklahoma, Arkansas, and 
Louisiana. 


J&L Sponsors "Early Bird" Promotion 


" 


BARLY BIRD 
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An unusual feature of the recent galvanized ware promotion by Jones & Laughlin 
Steel Corp., Container Division, in the Atlanta, Ga., area, was this loaded trailer 
van from which sales were made direct in front of the King Hardware Co. store 
at the Belvedere Shopping Center, suburban Atlanta. The promotion was a 
cooperative venture by J&L and the King Hardware Co. which has 18 stores. 
Standing on the table is a “pitchman" who urged customers, via the public 
address system, to examine the ware. Checking cash register is store salesman. 
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Warm Morning does it AGAIN! 





Model 
“500” 
Circulator 


Warm Morning Helps You Buy... 
Helps You Sell! 


With Big Early Stocking and Anticipation Discounts, 
plus a Fall dating plan, your WARM MORNING 
Distributor makes it easy for you to stock and sell 

WARM MORNING Coal Heoters. 


Powerful broadside mailing program plus other dealer 
advertising and merchandising aids help you move 
WARM MORNING Coal Heaters off your sales 

floor quickly and profitably. 


Larm Morning 


ASK YOUR DISTRIBUTOR OR WRITE FOR FULL DETAILS 
LOCKE STOVE COMPANY 
114-S West llth Street Kansas City 5, Missouri 


MANUFACTURER OF WARM MORNING HEATERS 
D INCINERATORS AND MOORE’S GAS HEATERS 


Get Your Share 
of Bigger Sales, More Profits 


Warm Morning dealers have 
sold over 2,000,000 Coal Heaters 


1958 was the best post-war sales year for WARM 
MORNING dealers. Dealers look for sales to go 

up again in 1959. Why? Because now the 

WARM MORNING Coal Heater line is bigger (more 
models to sell) and better (more features to sell) than 
ever before. WARM MORNING’s exclusive 

4-flue firebrick lining and the reputation of the 
WARM MORNING name are your 

best investments in more 

sales, more profits. 


Only Warm Morning has 


For more information use Handy Return Card, Page 53 
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Shown above, prior to a recent meeting to shape plans for the joint dealer 
show in Atlanta, August 2-5 are left to right, seated, Pryor Almand, Dinkins- 
Davidson; W. W. McManus, King Hardware Co., and Harry Horsey, Jr., Sharp- 
Horsey Hardware Co. Left to right, rear: Jack Sharp, Sharp-Horsey; Hank 
Farmer, Dinkins-Davidson; and J. N. Haddock, King Hardware Co. 


Atlanta Wholesalers to Stage 
Dealer Exhibit, August 2-5 


A COMBINATION hardware, 
housewares, garden supplies, and 
sporting goods exhibit, jointly 
sponsored by three Atlanta, Ga., 
wholesalers is scheduled for Au- 
gust 2-5 in the Exhibition Hall of 
Atlanta’s Biltmore Hotel. 

The participating companies are 
Sharp-Horsey Hardware Co., King 
Hardware Co., and Dinkins-David- 
son Hardware Co. The various de- 
tails of the dealer show are being 
worked out by executive person- 
nel of the three organizations. 

More than 95 exhibitors, in- 
cluding agents and manufacturers, 
will display a variety of products, 
many of which will carry special 
prices for this event. The exhibit 
will offer dealers an opportunity 
to view new products and lines, 
buy at advantageous prices, and 
learn of special merchandise aids 
being made available. 

Dealers from throughout Geor- 
gia and adjacent states are being 
invited to attend the four-day ex- 
hibit which gets under way Sun- 
day, August 2 at 1:00 p.m. and ex- 
tends through Wednesday night, 
August 5. 

Refreshments will be served to 


24 


dealers throughout the course of 


the show. And to add to dealer in- 
terest participating manufacturers 
will offer valuable door prizes, 
while as a grand prize the three 
wholesalers will award a deluxe 
station visiting 
dealer. 


wagon to some 


¢ 


Office Facilities 
Remodeled by Ogilvie 


A COMPLETE redecoration of its 
general office facilities has been 
carried out by Ogilvie Hardware 
Co., wholesalers in Shreveport 
La. 

Metal 
latest 
throughout, 
Ogilvie, Jr., 
manager. 


furniture of the 
installed 
according to R. J. 
president and general 


office 
design has been 


* 


G. G. Taylor, Veteran 
Hardwareman, Retires 

G. G. TAYLOR, owner of North 
Texas Hardware Co., Vernon, 
Texas, announces that he is retir- 


(Continued from page 22) 


ing after 47 years in the hardware 
industry. He formerly served as 
salesman for a large Southern 
wholesaler, and for the past 14 
years has owned and operated the 
North Texas Hardware. His firm 
has been bought by U. J. Smith 
and J. R. Couch, of Vernon 


* 


Sawin Elected President 
of O. F. Mossberg & Sons 


AT A RECENT meeting of the 
board, Raymond R. Sawin, a 
director of the corporation and 
formerly vice-president and secre- 
tary, was elected president of O 
F. Mossberg & Sons, Inc., New 





Raymond R. Sawin 


Haven, Conn, Sawin replaces 
Harold F. Mossberg as president 
and Mr. Mossberg becomes chair- 
man of the board 

Sawin joined the Mossberg 
organization in 1930, was made a 
director and secretary eight years 
later and vice-president in 1945. 

At the same meeting Paul A. 
Jacobsen was elected secretary of 
the corporation and Walter L. 
Pierson was re-elected executive 
vice-president and treasurer 


o 


Dates Announced for 
Toy-Housewares Show 


THE FIRST Toy and Housewares 
Production Show will be held in 
New York City, November 8-10, 
in the Trade Show Building. The 
show is under the management of 
Leonard S. Rogers 
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FLOWER BED BORDER 








ALUMINUM 
TRELLIS 


Make your hardware store 


“HOME FIX-UP" 
HEADQUARTERS 


GATES AND LAWN FENCE 
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HAROWARE CLOTH 


BURNER GASKETS 
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with the complete line of (iss) Cyclone Hardware Products 


UMMER Is the “fix-up” time when cus- 
yn will be shopping your store for 
products to make the outside of their homes 
more attractive and useful. And many of the 
items they want will be found in the com- 
plete line of Cyclone Hardware Products. 

USS Cyclone Hardware Products are 
high-profit, fast-moving items. Because they 
are a well-known, integrated line, with great 
customer appeal, the sale of one product 
often leads to another purchase. For ex- 
ample—the customer who comes into your 
store for Cyclone Lawn Fence often buys 
Cyclone Gates or matching Flower Bed 
Border as well. Or here’s another case. The 


man who comes in for a Cyclone Burner 
Basket may well buy Cyclone Hardware 
Cloth to reinforce his basement window 
screens or screen door panels. And very 
often this extra sale is made with little or 
no effort on your part, especially when you 
stock all these Cyclone Hardware Products 

and put them together in one eye- 
catching, related display. 

Get ready for big business this summer. 
Build up your stock of USS Cyclone Hard- 
ware Products. Get more information and 
display ideas from Cyclone Fence, American 
Steel & Wire, 614 Superior Avenue, N.W., 
Cleveland 13, Ohio 


USS and ¢ 


Cyclone Fence Dept. 
American Steel & Wire 
Division of 

United States Steel 


Cyclone Fence, Waukegan, Iii 
Sales Offices Coast to Coast 
United States Steel Export Company, WN. Y. 


USS CYCLONE “RED TAG’ HARDWARE PRODUCTS include: Bronze, Galvanized Steel and Aluminum Screening 
Lawn Fence and Flower Bed Border « Door Mats « Aluminum Rose Trellis « Hardware Cloth « Catch-All Baskets 
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Pictured above is the model store set up by S. B. Hubbard Co. at the recent 

convention of the Georgia and Florida retail hardware associations. Hubbard 

personnel shown left to right are: Bill Smith, vice-president - sales; Luke Sadler, 

president and treasurer; John Barker, city salesman; Dilliard Collier, lower east 

coast salesman; Ed Roush, upper east coast salesman; and Jack Fenton, 
merchandise manager. 


S. B. Hubbard Model Retail Store 
Scores Hit at Georgia-Florida Meeting 


A MOopEL STORE set up in the 
headquarters hotel stimulated un- 
usual dealer interest during the 
convention of the Georgia-Florida 
retail hardware associations in 
Jacksonville, March 15-17. 

Arranged for and manned by 
personnel of the S. B. Hubbard 
Co., wholesalers with headquarters 
in Jacksonville, the model store 
did much to help dealer attendance 
at the convention, according to 
company president, L. F. Sadler. 

Prior to the convention week 
more than 1,000 mailings were 
made to dealers in the Georgia- 
Florida area publicizing the joint 
meeting and at the same time tell- 
ing of company plans to display a 
completely stocked retail store in 
the headquarters hotel. 

A fixture manufacturing firm 
supplied and set up the fixtures 
which were used. Meanwhile, in a 
bustling two-day period prior to 
the convention’s opening on Sun- 
day, March 13, Hubbard employees 
moved in the merchandise to be 
displayed. 
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“We feel that our efforts were 
well rewarded by the unusual 
dealer interest shown during the 
three-day convention and that we 


WHOLESALE SALES 


This sign welcomed dealers to the 

“White Elephant" sales conducted by 

the company in its warehouse display 
room. 


(Continued from page 24) 


will feel the effects of these efforts 
for many, many months to come,” 
Mr. Sadler said. 

A “White Elephant” sale con- 
ducted during the week prior to 
the convention and during the con- 
vention week helped the company 
to dispose of merchandise “from 
horse collars to fishing tackle; 
from thresholds to chimney 
crowns.” While this sale helped 
to clean up inventory considerably, 
a “Pink Elephant” sale will be 
staged later to clear out the “hang- 
overs” from the White Elephant 
sale. 


Wyeth Co., of St. Joseph, 
Observes 100th Year 


STILL HEADED by Wyeths and 
with the fourth generation Wyeth 
serving as an executive officer, the 
Wyeth Co., of St. Joseph, Mo., this 
year is observing the 100th anni- 
versary of its founding. 

The organization was founded in 
1859 by W. M. Wyeth in a little 
three-story building with only a 
20-foot frontage. Today, its facili- 
ties cover 17 acres of floor space. 

Currently guiding the com- 
pany’s extensive activities are 
William Wyeth, chairman of the 
board; John Wyeth, president; 
William Wyeth, III, executive 
vice-president and treasurer; M. 
R. Whitman, vice-president and 
general manager; and W. R. Johns, 
secretary. 


Staff of Three 


From the beginning days when 
a staff of three could handle all 
of the work, Wyeth Co. now 
travels 60 salesmen who call regu- 
larly on 5,000 independent dealers. 
G. A. Wagoner, with the company 
since 1946, is sales director, and 
Henry Sneed is assistant sales di- 
rector. George Dillion, beginning 
his Wyeth career in 1917, holds 
the position of sales promotion 
manager. 

The company held a four-day 
Merchandise Fair in May for deal- 
ers and salesmen in observance of 
its anniversary. Approximately 
100 manufacturers were scheduled 
to have exhibits. 
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N EWS! A Great 


Sales-pulling Name 
Now Offers 

Boat 

Hardware 


Sell boat hardware... 
profit big from the booming boat market! 


, > it ut for yourself! B 

t only shore, river and lake a 
oO, where Doats are trailer-naule 
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tems by Prest world 

quality specialty hardware. A 

dazziing-designed c rm 

f cast bronze with an eye-catching, sea-re 

coated chrome-plated finish. Individually packaged witt 
Prect Pa ‘ 


stant 


screws nm ex usive, trans 


sales appeal! Order and profit today' 
y 


“BOAT 


HARDWARE CENTER 


M-400 INTRODUCTORY DEAL! 


List Price $138.90 
Your Cost 83.34 


YOUR PROFIT $55.56 


PRESTO 


MARINE HARDWARE 


ee 


Tee MARINERS crorce 


Write today to Len Harris for full information. . i . 
Presto Marine Products Division, Presto Lock Company FREE Self Service Display Unit 

Main Office and Plant: 100 Outwater Lane, Garfield, N. J. 
Direct New York Wire, CHickering 4-0043 Keep track of complete inventory at a glance 
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ou get what you pay 








The most profitable 
cotton cord you can sell. 





LONGEST WEARING SASH CORD MADE  ® ak aaa 
el waey* Guaranteed by © 
Good Housekeeping 


- 
. ; ? “ 
y » 
. 
a 


ca POLYETHYLENE bag keeps cord clean, 
makes attractive counter display. 





* TAG tells how to replace sash cord. 


. . EXCELLENT FOR 


Clothes line 
Household cord 


Many uses 


indoors and out. 


ALWAYS SPECIFY SAMGOn BRANDS 
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BIG... NEW *7 
NO SAG “' SUPREME 
HAS EVERYTHING 


Strong bond between center and cover 
makes cord one tough, durable unit. 






Extra strong .. . test over 500 Ibs. 
Easy to keep clean, easy fo tie. 
Guaranteed two years. 


Polyethylene bagged for better display, 


faster sales. - 
yy = . 


» CORDAGE WORKS 





Only from 
SAMSON do you get all this 


@ Modern Packaging 





ee 
@ Colorful consumer advertising 
@ Guaranteed Balanced Construction 


@ Point of Purchase displays and tags 
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Bluefield Supply Acquires 
Warehouse in Huntington 


THE MANAGEMENT of Bluefield 
Supply Co., Bluefield, W. Va., re- 
cently announced the acquisition 
of a spacious new three-floor 
warehouse in Huntington, W. Va., 
to cover sales in that area for Du- 
Pont paints, paint sundries, Hot- 
point appliances, and Emerson 
radios and television receivers. 

The new warehouse, located at 
the corner of 10th Ave. and Second 
St., will be under the management 
of Bill Bane, a 20-year veteran 
with Bluefield Supply. In addition 
to Bane, there will be six employe- 
es. 

The warehouse itself contains 
50,000 square feet of stock space. 
Future plans, company spokesmen 
said, call for an increase in the 
building supplies department in- 
ventory there, as well as some 
hardware department items. 


e 


Reynolds Metals Names 
Sanders Market Manager 


PROMOTION of Lloyd T. Sanders 
to the post of market manager for 
Do-It-Yourself Aluminum and in- 
stitutional foil markets was an- 
nounced recently by Reynolds Met- 
als Co., Richmond, Va. 

Sanders is a native of Louisville, 
Ky., and attended the University 
of Louisville. He has been associat- 
ed with Reynolds in that city for 
10 years. His most recent assign- 
ment was divisional consumer sales 
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manager for the area embracing 
Louisville, Indianapolis, Evans- 
ville, and Lexington. 


* 


Fairbanks, Morse Assigns 
Marsh to New Orleans Post 


FAIRBANKS, Morse & Co., Chi- 
cago, has announced the appoint- 
ment of James L. Marsh as man- 
ager, dealer department, at its New 
Orleans Branch. This territory 
covers Louisiana, Alabama, and 
most of Mississippi for the sale of 
water systems, small pumps, and 
light plants. 

Marsh comes to New Orleans 
from the dealer division offices of 
Fairbanks, Morse & Co., in Chi- 
cago, having been previously in 
the Baltimore office of the com- 
pany. He succeeds Jack Spellman, 





James L. Marsh 


(Continued from page 26) 


deceased, who was for many years 
dealer department manager in 
New Orleans. 

° 


Western Appoints Gardner 
as Marketing Manager 


DAVE LIPPEY, president of West- 
ern Fishing Line Co., Glendale, 
Calif., announces the appointment 
of J. R. Gardner as marketing 
manager. 





J. R. Gardner 


Gardner has been serving West- 
ern for three years in a manage- 
ment advisory capacity. With the 
new appointment, he will handle 
national sales and merchandising 
programs for Western in addition 
to his consultant duties. He also 
will spend a great deal of his time 
in the field consulting with whole- 
salers regarding their marketing 
problems. 
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Juckett Appointed to 
Wood Sales Post 


HAROLD JUCKETT recently was 
named as assistant sales manage! 
of The Wood Shovel & Tool Co., 
Piqua, Ohio. Prior to his appoint- 
ment, he was in the sales depart- 
ment of The Geyer Manufacturing 
Co., Rock Falls, Ill., now the garden 
tool division of Wood Shovel. 

A graduate of Cornell College, 
Juckett was employed in the sales 
departments of Swift & Co., Chi- 
cago, and Frantz Manufacturing 
Co., Sterling, Ill., before joining 
the Geyer organization. 
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Special ... Stock and display 
this Revere Ware best-seller... 


1}4-qt. Copper-clad stainless steel 
Covered Sauce Pan Cat. No. 140114 


$ A6o 


retail 


NOW regularly $6.50 


...and this Patriot Ware 
traflic-stopper 


2-qt. Solid Stainless Steel 
Whistling Tea Kettle Cat. No. 4620 


$ A429 


retail 


NOW regularly $5.25 


*These specials in effect from May 1! through July 31, 1959. 


Lots of promotional material—mats, glossies, ete.—now available. For 
details see your supplier or write direct to . . 


PATRIOT REVERE COPPER AND BRASS INCORPORATED 


WARE Rome Manufacturing Company Division 
Rome, New York «+ Clinton, Illinois + Riverside, California 
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. Reap a harvest of profits with 


DIXdSTEEL Bale ties—Coiled baling wire 


THeee wane 
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spec! 





Dixisteel Coiled Baling 
Wire is now available 
for these automatic for more hay and forage. The result is greater demand 
balers: 


Cattle raising continues to increase in Dixie. This calls 


for bale ties and baling wire for automatic balers. 
e@ John Deere 


© Oliver Be ready when harvest time comes. Have plenty of 


@ New idea 


onan ; » Tec : ‘nile 2 ling ire] S > 
oj atin DixisTEEL Bale Ties and Coiled Baling Wire in stock. 


@ Minneapolis Moline Order now from your hardware wholesaler or jobber. 


@ New Holland 











ATLANTIC STEEL COMPANY « ATLANTA, GEORGIA 
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South New Departments Emerge... 
outhern Sporting goods, particularly baseball equip- 


HARDWARE marge Reed wy | S00 porter 


JUNE, 1959 


ow a Warehouse Item... 


Piow handles, reminiscent of the large farm 
trade, are stored in the company's warehouse. When a farm trade that no 


longer farmed put store's 
profits into a nose-dive, 
its owners rallied with 
new and revitalized lines. 


a MANY hardware dealers in farm com- 
munities, King-Hicks Hardware Co., Cov- 
ington, Georgia, has diversified its selling ef- 
fort to replace volume lost when farm trade 
declined recently 

“We've been in business over 22 years and 
when we started more than 75 percent of our 
business was with the farm trade,” E. A 
King, co-owner, stated. “When the Soil Bank 
became operative, this trade dropped to 15 
percent of our total volume. What's more, be- 
tween 35 and 40 percent of our total volume 
was in farm equipment items. When these 
volumes nose-dived, we had to get busy de- 
veloping new departments! 

What happened to their former trade? 
Farmers around Covington placed nearly 
100 percent of their farm land in the Soil 
Bank,” King explained. “They, then, took 
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jobs in industry, many of them 
traveling 60-100 miles a day to and 
from Atlanta. They sold their 
tractors, put their farm equipment 
and mules up for sale, and began 
enjoying two incomes—one from 
the Soil Bank and the other from 
industry. 

“This move caused great changes 
in the life of our community. For 
example, farmers who formerly 
owned 100-acre farms and who 
had been very good farmers no 
longer bought barbed or fence 
wire, corn planters, cotton plant- 
ers, or guano spreaders. They did 
not need drag harrows, plows, or 
any of the hundreds of replace- 
ment parts we formerly stocked. 

“They became highly mobile 
with many of their families own- 
ing more than one automobile. 
They often go to work together, 
pooling their autos, saving money 
that they now use to improve their 
living conditions, expand their 
gardens, or enjoy themselves pur- 
suing various forms of recreation. 

“Most of them stayed on their 
farms, shying away from the lure 
of suburban homes nearer the 
city, preferring to make their farm 
homes more livable with modern 
appliances, plumbing, and new, 
modern furniture. 

“Large scale farming. disap- 
peared in this area while home 
gardens producing vegetables for 
the table greatly increased. 

“With this move to industry, 
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Foster Hudson, left, writes 
out fishing license as cus- 


tomer examines life pre- 
server for fishing boat. 
Fishing tackle, expanded 


500% and prominently dis- 
played, has picked up a 
large part of lost volume 
against tough local oppo- 
sition. Plumbing is another 
important new department; 
below, Mr. Hicks operates 
pipe threading machine. E. 
A. King straightens garden 
tractor display as former 
farmers show increased in- 
terest in gardening. 





most of the farmers greatly in- 
creased their leisure time, with 
fishing trips to distant lakes or to 
Florida for fresh or salt water fish- 
ing a common topic for discussion. 

“With these great changes occur- 
ring rapidly in Covington and 
with our volumes declining, we 
critically examined our operation 
and determined we had to dis- 
cover new sources for volume,” 
King said. 

“Two departments, formerly fair 
producers though not noted for 
large volumes, took on new in- 


terest for us. These were fishing 
tackle and sporting goods. These 
departments seemed destined for 
great expansion as increased in- 


comes and more leisure hours 
spelled out a greater interest in 
them by our customers. 

“We expanded these depart- 
ments as much as 400-500 per- 
cent. To our fishing tackle lines, 
we added spinning rods and reels, 
fly rods and reels, lines, artificial 
lures and related tackle for fish- 
ermen. In addition, we set up a 

(Continued on page 62) 
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Interior view shows the departmentization of stock in floor space of more than 20,000 square feet, occupying two levels. 


“Tomorrows Hardware Store 


... this modern concept of a hardware business “just 


grew" from a small store in a small community head- 
ed by a dealer who fulfilled each community need. 


-B ipone gar IN design, construction, 
and departmentization, the 
new building of the Neice Hard- 
ware Co., at 5100 Broadway, San 
Antonio, Texas, presents physical 
evidence of the achievements of a 
store which, like Topsy, “just 
grew.” 

Seventeen years ago, Vernon 
Neice, owner of the _ business, 
opened a small hardware store in 
what was then the small, but grow- 
ing, suburban community of Ala- 
mo Heights. The store measured 12 
feet by 50 feet, and Vernon Neice 
handled the sales while his wife 
kept the books. 

The new Neice store, built for 
the company at a cost exceeding 
$275,000 and containing more than 
20,000 square feet of floor space on 
two levels, is evidence of his abili- 
ty as a hardware dealer—and of 
his faith in the expansion of the 
little community. 


By J. H. Reed 


The store is extremely modern 
in design. Faced with handmade 
red brick, imported from Monter- 
rey, Mexico, its recessed entrance 
and long, low lines conceal] the fact 
that it is two stories in height. 

Above the building, and direct- 
ly over the entrance, the word 
“Neice’s” is spelled out in six-foot 
neon letters, readable for half a 
mile in either direction on Broad- 
way. Block lettering on the walls 
indicate the different departments 
to be found in the store. 


The first unusual feature of the 


store is its construction 


It was built by the new “slab- 


lift’ method. The concrete floor 


was first laid. Then eight-inch 
steel columns were set up at in- 
tervals of 25 feet in the concrete. 

Finally, the second floor was 
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laid, in one piece, with the roof 
section laid in a second monolithic 
slab and the two sections, first the 
roof and then the second floor, 
were hoisted into position by a 
hydraulic jack at each of the steel 
supporting posts 

Coordinated to work in unison, 
these jacks raised both sections to 
a perfect level where they were 
bolted to the posts, the result being 
a 100 percent fireproof building. 

The irregular shape of the build- 
ing—the South end had to be cut 
off diagonally because of a side 
road entering Broadway—present- 
ed no construction difficulties. 

But the second floor did present 
difficulties. Because Neice wanted 
the big second floor to resemble a 
mezzanine rather than a second 
floor, with no filled-in walls, it 
was necessary to lay the second 
floor slab with a large, irregular 
open space at the front. This had 
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to be laid accurately and so de- 
signed that the steel center posts 
would give proper support. The ef- 
fect turned out to be startlingly 
unique. 

The second unusual feature of 
the new Neice hardware store is 
that it does not have a single cis- 
play window, although it has a 
frontage of more than 200 feet on 
one of the busiest streets in town! 

“Display windows,” Neice states, 
“are out-of-date!” 

So display windows have been 
sacrificed to set the building fur- 
ther back from the street and pro- 
vide a double parking space for 
customers clear across the front of 
the street and another in front of 
the building, with a sidewalk along 
the store. 

As a matter of fact, except for 
a small battery of windows behind 
the shoe repair department and an- 
other above the appliance depart- 
ment, there are no windows in the 
store, lighting being supplied by 
long banks of eight-foot neon tub- 
ing and an occasional electric light 
used to spotlight specially featured 
merchandise. 

The store’s third unusual feature 
is its stairway. 

Reminiscent of the “flying stair- 
way” found in Colonial homes, this 
is a “Y” stairway which rises, just 
from the store entrance, 
with its two arms leading to the 
second floor. 

This concrete stairway has a 
heavy chromium railing which. at 
the top, is extended all the way 
around the “open” edge of the floor 
at either side, and at the edge of 
the second floor triangle described 
by the two arms, which is used fo1 
special displays of merchandise. 

This stairway is the outstanding 
feature of the store, the first thing 
one notices on entering the build- 


across 
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Modern in design, 
store has no display 
windows, provides 
more parking area. 
Spacious toy depart- 
ment, below, is fea- 
tured all year, and 
expanded as needed 
prior to Christmas. 





ing. And rightly so, for it leads to 
some of the store’s most important 
departments—the appliance, the 
housewares, the toy departments, 
as well as the store office. 

Some of Neice’s store depart- 
ments are just as unusual for a 
hardware store as is the new build- 
ing itself. And to understand them, 
one must trace the firm’s history 
and how it “just grew.” 

It was opened in a period in 
which Alamo Heights boasted a 
bakery, a grocery store—mind you, 
not a supermarket—a barber shop, 
and but little else. 

To get their shoes repaired, the 
folks in Alamo Heights had to car- 
ry them six miles to town. So, as 
a public convenience as much as 
anything, Neice put In some equlp- 
ment and employed a shoe repair 
man 

As a result, the Neice Hardware 
Co. is probably the only hardware 
store in existence which has, in an 
alcove on the second floor, a fully 


popula! 


equipped and extremely 
shoe repair department! 

As business began to expand in 
Alamo Heights—a bank, a restau- 
rant, several retail stores—the de- 
mand developed for office supplies 
in much the same fashion that it 
previously had for shoe repairin 

So the accommodating Mr. Neic« 
put in office supplies. It wasn’t 100 
percent accommodation, howeve! 
He made each department pay it: 
own way. 

But each added department in- 
creased the business of the others, 
and Neice’s grew right along with 
the community, taking unit after 
unit in the building where it orig- 
inally had but a 12-foot space un- 
til it occupied most of it. And as a 
result of this continuous growth, 
and crowding, Neice determined to 
have a store big enough to last for 
at least a few years. Now he has it, 
20,000 square feet of it 

To the right of the entrance } 

(Continued on page 63) 
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By Sophie W. Ellis 


Building Supplies 


for added profits 


Owner Gene Holland regards doors as most profitable item in building supplies 
line. These are carried in bins in warehouse back of store. Builders hardware 
eccupies prominent spot on main sales floor; paint is displayed in same area. 
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cA PROFITABLE traffic - builder 
that requires no space on 
the display floor is our line of 
building materials,” stated Gene 
Holland, owner, Holland Hardware 
& Furniture Co., Hot Springs, Ar- 
kansas. 

Holland added building supplies 
cautiously because he wanted a 
line that every drug store and gro- 
cery in this resort city did not and 
could not carry. He also wanted a 
line that the modern chain store 
adjoining his own building did not 
have. 

Starting with a small space in 
the warehouse in the back of the 
store, he soon found that contrac- 
tors valued his service on windows, 
doors, glass screens, roofing, wall 
board, sheathing, and rock wool. 
Coming in to buy building mate- 
rials, they also buy heavily from 
his attractive displays on the sales 
floor of nails and tools. They buy 
from the paint department, and 
from other departments that pro- 
mote items needed by a home- 
owner with a remodeling project 
going on. 

Although Holland now uses 2,040 
square feet of warehouse space to 
stock and show building materials, 
he finds that one man can handle 
the entire line. One man who 
knows the line well and who is 
acquainted with contractors can 
sell more building supplies than 
can two average floor salesmen 
who wait on any customer. Hol- 
land has taken over building sup- 
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A special corner of the building supplies warehouse space is devoted profitably 
to fencing. Always in full view of customers, it is a fast selling item. 


plies himself. When he is not call- 
ing on prospects, he remains on the 
floor to serve drop-in customers 
for building supplies. 

Part of every day he devotes to 
canvassing construction jobs in 
and near town. He drives around 
the city, spotting remodeling work 
and new construction, and presents 
himself to the contractor in charge. 
Often he sells only a screen door 
or some paint. Again, he supplies 
many of the materials not already 
bought for the job. Best of all, he 
says, he lets the contractor know 
that he is eager to serve him well 
on future jobs. 

His $6,000 inventory of building 
materials turns up to five times a 
year. That makes the department 
notably profitable in itself. But 
Holland contends that the building 
supplies department multiplies 
volume everywhere in the hard- 
ware section. 

Reduced delivery cost that build- 
ing supplies makes possible is of 
great value to him, he states. He 
has always featured his delivery 
service, offered for practically ev- 
erything in the store. Now he 
finds that he has a net profit of $15 
more for every truckload of de- 
liveries that goes from the store, 
as compared with deliveries before 
he stocked building supplies. Al- 
most every building supplies de- 
livery also loads hardware items, 
small and large. 

The two trucks can back up to 
the loading platform at the rear of 
the store, where the loading dock 
is flush with the bed of the truck. 
Heavy building supplies, such as 
roofing, sheathing, wall board, and 
insulating materials, can be dol- 
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lied from the warehouse floor to 
the truck bed. 

Holland likes to do his own de- 
livering of building supplies, al- 
though he does have an extra man 
to help him. He tries to make the 
delivery trip into a sales trip also. 

Of all the building materials he 
handles, he regards doors as the 
most profitable. 

“The modern house has from 15 
to 20 doors,” he pointed out. “Out- 
side doors, interior doors, and doors 
for closets, screen doors, and storm 
doors—we promote all of them. 

“Every door calls for hinges and 
locks, paint or varnish, and often 
weather stripping, knockers, 
chimes, bells, or even a new mail 
box.” 

A special corner of the building 
supplies warehouse space is de- 








voted profitably to fencing. Al- 
though Holland does not attempt 
fancy displays in the warehouse, 
he does try to show the fencing 
prominently, and many sales re- 
sult because it is in full view of 
customers. 

Insulating materials are respon- 
sive also to promotion. Holland 
sells these to people doing remod- 
eling as well as to contractors 
building new houses. He finds that 
it pays him to make special sales 
calls to push insulation. 

The hardware dealer who sells 
building supplies must determine 
how and when he will get his 
money, Holland warns. “Money 
gives out on many construction 
jobs before they are finished. 
Sometimes this is to my advantage. 
I can sell windows, doors, building 
hardware and other items on 30 
day, open account. But I try to 
make sure that I won't be left 
holding the bag when the money 
gives out. Knowing my contractors 
helps. Being a good collector also 
helps. I make sure that the buyer 
of building supplies agrees to come 
in on the first of the month to pay 
his bill. If he is not in after a few 
days, I call on him.” 

Holland supplies many regular 
customers with building supplies- 
hotels, tourist courts, apartment 
houses, and other users of mate- 
rials for repairs and remodeling 
He is aggressive about contacting 
these prospects for building ma- 
terials of all kinds. His personal 
slogan is, “One thing calls for an- 
other.”’ Nearly every item he sells 
leads to the sale of something else 

His sales floor looks like the 
average hardware store, with 

(Continued on page 64) 





Building supplies helps this compact hardware store to challenge nearby compe- 
tition. Sales floor is devoted to housewares, sporting goods, other regular lines. 
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Every mower sold is checked on 
grassy plot beside the service 
shop. The shop and a good 
parts department, below, assure 
customers of available service. 
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Competing for Power Mower Sales? 


This dealer -- who sold 400 
units last year -- offers his 
answer to competition. 


By Beatrice Miller 


mowers and exceeded 400 sales in “Customer instruction in safe- 
the 1958 season ty features is next in importance, 
There are certain requirements I would say. How to start, how to 
which a hardware dealer must stop, how to go up on the side 
fulfill to reap sales of this num- and trim close with a rotary, how 
ber, according to George G. Yeat- to handle a mower on terraces, 
man, vice-president where to place feet and hands in 
“Having a lawn mower repair starting—all this must be thor- 
shop, we have seen at firsthand oughly explained and demon- 
every type of mower to be found strated. We practice supervised 

on the market. Having repaired, customer operation on the spot 
S IT POSSIBLE for the hardware assembled, and reconditioned “Third, the mower should be 
dealer to sell quality power price mowers bought ‘in a bag’ serviced completely and set to go 
mowers today in the face of in- by home-owners for price, we The average custome! knows 
creasing competition ,from the know the kind of troubles price nothing about a small gasoline 
various types of outlets offering mowers give. We would want as engine. See that there is oil in the 
the lower price merchandise? The few troubles of this kind as possi- crankcase, gas in the tank, and 
operators of Yeatman’s in Arling- ble ourselves. Therefore, we stress that there is nothing further for 

ton, Virginia, assert convincingly quality as the first requisite in the customer to do 

and unqualifiedly that it is. In merchandising mowers _ profit- “We have seen any number of 
1957 the store sold 300 power ably,” Yeatman stated. new mowers brought to us dam- 
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aged through the customers’ in- 
adequate knowledge of how to 
handle them. Repairs were some- 
times costly. 

“Fourth, a competent repair 
shop can be a major selling point. 
The customer wants the assur- 
ance that you are standing behind 
each sale with adequate service. 
There is a one-year warranty on 
parts. We frequently make adjust- 
ments free of charge beyond the 
warranty period.” 

After the customer has gone 
through a thorough education on 


President Clarence Yeatman operates a mower in 
a sidewalk display for customer. To promote its 
quality line of mowers and the service shop, store 
uses radio, newspaper, and direct mail Anand 
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the power mower, Yeatman’s has 
the mower checked out by its 
garden shop on the small 30-ft. x 
100-ft. plot of grass adjoining the 
repair shop. The view of the shop 
further impresses upon the cus- 
tomer that help is available at 
any time. 

“We believe that despite the 
great number of price mowers be- 
ing sold, the dealer must recog- 
nize public interest in a quality 
mower. A quality mower has spe- 
cial engineering features that 
make little maintenance necessary 











Store display of mowers has one rep- 

resentative model of each carried. 

Here, George G. Yeatman instructs 
customer in safety measures. 


and safety features that are of 
prime importance.” 

Along with safety education, 
quality features and availability 
of service and parts, Yeatman’s 
stresses off-season maintenance. 
The wisdom of cleaning, lubri- 
cating, and generally overhauling 
the mower right after the season 
is emphasized at time of pur- 
chase. They are stressed again 
when any adjustments or repairs 
are required, and are promoted 
by radio and newspaper right 
after the Christmas holidays. 
Free pickup and delivery service 
is offered within a 25-mile area 
during January and February. 
Two spot radio announcements 
daily during these months remind 
customers of the timeliness of 
having mowers cleaned and re- 
paired. Classified and _ special 
newspaper advertisements in the 
local papers repeat this appeal. 

During April, May, and June, 
20,000 circulars are mailed month- 
ly to home-owners urging them 
to have their mowers serviced. 

Yeatman’s allows $10 on a 
mower trade-in. Price mowers 
last only about one season, and 
require costly labor and parts to 
recondition. Generally price mow- 
ers have to be junked, occasion- 
ally parts can be used. However, 
on a quality trade-in Yeatman’s 
finds it worthwhile to allow a $25 
maximum. 

(Continued on page 66) 
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Concentrating on two major lines 
of roofing, one roll and one coat- 
ing, Owner Lewis maintains his 
stock through perpetual inven- 
tory. Here, he discusses with cus- 
tomer the advantages of using 
coating for his particular needs. 


By Ruel McDaniel 


$20,000 Annually from Roofing 


jpn ARE substantial profits in 
roofing for the hardware store 
that will advertise it, accept a nor- 
mal mark-up, and keep a perpet- 
ual inventory to help speed turn- 
over, according to the experience 
of San Jacinto Hardware Co., 
Corpus Christi, Texas. 

The company does about $20,000 
worth of roofing business a year 
on two major lines. Its stock turns 
over 12 times, Abe Lewis, store 
owner since 1931, discloses. 

Newspaper advertising is the ba- 
sis of the company’s roofing pro- 
motion. Advertising frankly. fea- 
tures price, making it clear that 
prices quoted are over-the-coun- 
ter cash figures, although the com- 
pany does provide delivery on or- 
ders of any appreciable size. 

“We are in the business of sell- 
ing roofing, not in the roofing 
business,” Lewis stresses. “We 
don’t apply it under any circum- 
stances and that is made clear in 
all our advertising and selling pro- 
motion.” 

Although the company does not 
serve as applicators, it will, if re- 
quested, recommend one or more 
roofing contractors. “But,” Lewis 
emphasized, “we make it clear at 


the time that whatever deal is 
made between the customer and 
the applicator is strictly between 
them and that we can accept no 
responsibility beyond the guaran- 
tee of roofing quality.” 

Major prospects are individual 
home-owners who want to do their 
own re-roofing or roof a porch, ga- 
rage or addition to the home, and 
owners of rental properties. 


Contacts Larger Buyers 


Advertising brings in the indi- 
vidual home-owners, but the com- 
pany contacts larger owners of 
rental properties in person or by 
telephone to push roofing. The 
basic selling argument to these 
larger buyers is that by buying 
their own roofing and then hiring 
an applicator by the day, they can 
save money over the usual flat 
contract job, where the applicator 
furnishes the roofing and does the 
work. 

Applicators who do not stock 
roofing also are good customers of 
the roofing department, since 
prices here are on a par or below 
those offered by larger roofing 
dealer-contractors, and they do not 
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feel that they are dealing with a 
competitor, since the company does 
no applying. 

Harold Lewis spends most of his 
time outside the store, selling ma- 
jor lines and calling on rental 
owners for roofing business. 

Another attractive feature of 
this type of roofing business, Lew- 
is points out, is that it is confined 
to cash and open account sales. 
The company does not sell roofing 
on any kind of deferred payment 
plan. If the home-owner wants 
such a plan, that is a matter be- 
tween him and his applicator. 

The company stocks only two 
roofing lines: one  nationally- 
known brand of roll roofing, and 
one equally well-advertised coat- 
ing line. 

That is one reason it is possible 
to turn the stock on an average of 
every 30 days, Lewis explains. He 
maintains a perpetual inventory of 
all roofing stock and watches 
these inventory cards closely to 
see that neither line is lagging in 
sales nor running too low for 
safety. The inventory cards have 
by now compiled a reliable history 
of each roofing item, so that it is 

(Continued on page 66) 
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Space Saving Display Ideas 


T 


of 


Mississippi. 
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First is a hexagonal reel for 
displaying fishing lures. Five 
feet in length, it holds 60 
cards in half the space form- 
erly needed. As the reel turns 
on its axle of 44-inch pipe, all 
cards are within easy reach. 
Moving these lures out from 
the wall onto a gondola along 
the center aisle nearly doub- 
led sales of fishing tackle 
through impulse buying. 

The gondolas at Capitol 
Hardware, incidently, have 
shelving supported by black 
steel legs so popular with the 
hobbyist. They carry heavy 
loads, yet being open they 
don’t conceal merchandise in 
the middle of the lower 
shelves. 


HREE SPACESAVING displays and 
one timesaver which enable a 
small hardware dealer to stock the 
variety of items necessary for op- 
eration in a large shopping center 
were devised, and are used success- 
fully, by Erick Kearney, manager 
Capitol Hardware, Jackson, 








for the small store 





Wading pools moved slowly last spring because 
Kearney couldn’t display more than a couple on 
the floor. Then he strung four strands of strong 
wire from the front to the back of the store, right 
above the middle aisle. At least one sample of 
every type of wading pool was inflated and laid 
across the wires. In the curves between the pools 
were placed beach balls. 

At once customers started instinctively ducking 
as the splash of color overhead caught the corner 
of their eye on entering. Invariably they paused 
to study the whole display, which gave the store 
a gay carnival air. Wading pool] sales zoomed and 
became the season’s best seller. 
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By William R. Palmer 


Pipe can be the real space 
hog in a small storeroom. A 
rack was built behind the 
store specially for pipe in full 
lengths. This rack is closed at 
one end, and has a door se- 
cured with chain and pad- 
lock at the front end. Side 
supports and cross pieces are 
close together so lengths of 
pipe can’t be jockeyed around 
and removed without open- 
ing the door. 


This timesaver is a sample board for screws. On this 
the screws are grouped by length. Then in each group 
there is a sample screw in each diameter. The screws 
are fastened with staples. 

This first board holds only the flatheaded wood 
screws, as being those most frequently requested, Sell- 
ing screws now take only a few minutes at most, where- 
as they have wasted as much as a half-hour in the past 
for such a low-price sale. 

Kearney was going to make similar boards for othe: 
type screws, but has found customers can tell pretty well 
what they want from this board, since describing sizes 
offers the greatest problem. So first he will try attach- 
ing a sample of every other major type of screw to the 
sample board for the flathead wood screws. There is 
plenty of space on the lower right and the bottom of the 
board for this. 


Store's "Recommendation Service" 
Is Building Good Will— and Volume 


fencer customers in the local “We established the department 
suburban area a comprehensive for a number of reasons,” a store 
“recommendation service” for spokesman indicated. “One of 
home decoration, renovation, and them, and most important, the fact 
fix-up is proving an effective good that new people moving into the 
will builder for Parker-Sledge area almost invariably are puzzled 
Hardware Co., Montgomery, Ala- as to how to go about getting re- 
bama. The site is Parker-Sledge’s pair work done or painting or pa- 
handsome Normandale store, in the per hanging, since they are not 
center of Montgomery’s largest familiar with such facilities. Us- 
suburban shopping center. Here a ually, it requires a tiring siege of 
large sign displayed in the window telephone calls, in order to find a 
issues the following invitation: handyman who can patch, for ex- 
“Let Us Recommend a Painter, ample, a broken ash pit wall, in- 
Paper Hanger, and Small Job Re- stall a new step, brick in an un- 
pairman.” (Continued on page 68) 
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- Pyeronscrs JOHNSTON, owner- 

manager of South Georgia 
Hardware of Albany, Georgia, has 
gone into the marine business in a 
big way and, as a result, is enjoy- 
ing greater profits and an ever- 
increasing family of happy cus- 
tomers. 

Johnston went into the marine 
business as a matter of self- 
defense. As he noticed super mar- 
kets, drug stores, filling stations, 
lumber yards and other outlets 

Thoben Elrod, left, president of Thoben Elrod Co., outboard distributors, is taking on hardware merchandise, 
shown here presenting Clarence Johnston, center, South Georgia Hardware he found it necessary to look to new 


Co., with an award for exceeding a sales quota for 1957 and 1958. : : : : oo 
George Shell, sales manager for the distributing firm, looks on at right. lines in order to maintain neces 
sary profits. His varied lines of 


marine supplies and equipment 
amply fill the bill and he now sells 
more boats and marine accessories 
year around than most strictly 


f . J boat dealers in this business. In 
on ISS f e oat fact, in 1957 and 1958, Johnston 
@ received a Scott-Atwater award 


because, through “outstanding 
sales and service performance,” 
South Georgia Hardware exceeded 
its established sales quota on that 
line of outboard motors for the 


* 
on marine elt a hardware dealer has the 


space and facilities for getting into 
the marine business, I feel that he 
hardware is ‘missing the boat’ by not doing 
so,” Johnston says. “A hardware 
dealer has many advantages over 
his marine competitor who sells 


e , : 
and accessories ee 
s not dependent on the marine busi- 


ness alone for his livilihood.”’ 
In the case of South Georgia 


Customers and poten- 
tial customers passing 
by the ideally located 
suburban store of South 
Georgia Hardware Co. 
are greeted by this 
eye-catching display of 
boats, motors and trail- 
ers located at one side 
of the store. 
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By Irmgard McLendon 


Hardware, the marine business 
provides a year-around volume on 
“big ticket” items. As the boat sea- 
son ends, the company concentrates 
on heaters — a big business with 
the store. In addition, important 
volume comes from toys. 

“Starting out in a business you 
know little about, you’ve got to 
buy and sell many different types 
of boats to see which are the best 
lines and best sellers for your 
particular area,” Johnston says. 
He has now reached the stage 
where he is cutting his boat lines 
in half. 

The average inventory of marine 
supplies at South Georgia Hard- 
ware during the season is approxi- 
mately as follows: Boats, $15,000 
to $20,000; trailers, $5,000 to $7- 
000; motors $8,000 to $10,000; and 
accessories, $3,000 to $5,000. 

The average mark-up on motors, 
boats and trailers runs from 30% 
to 33%, while on accessories the 
markup averages about 40 per- 
cent. 

Johnston has found that most 
boat owners want to dress up their 
boats and make them look a little 
better than the other fellow’s. For 
this reason he carries a large sup- 
ply of accessories, such as, skis, ski 
ropes, belts, lights, deck fittings, 
tail lights, life preservers, cushions, 
etc. “But,” he cautions, “don’t try 
to load your customer with ac- 
cessories before he buys the boat 


Company's D-day—boat 
demonstration day — 
creates many new 
sales. Customers who 
have purchased boats 
from store are invited 
to participate and give 
free rides. South Geor- 
gia Hardware furnishes 
gas and oil. 





Impressive display of boats in exhibition building of local fair creates a “marine 
consciousness" and has led directly to many sales. 


and motor, or he is liable to find 
the cost too high and won’t buy 
at all. Let him get the boat, motor 
and trailer first, and then gradual- 
ly work on him for accessories and 
trimmings.” 

Johnston usually sells a complete 
rig. He seldom sells just a boat 
alone unless, in a few rare cases, 
a man already has a motor. This, 
of course, depends on the territory. 
In the case of South Georgia Hard- 
ware, the boating industry is still 
in its infancy in their area and few 
people have motors. 

The most popular priced rig runs 
about $1000 to $1500. This includes 
motors ranging from 30 to 40 horse 
power, and trailers to fit the indi- 
vidual boat. 

Johnston recommends handling 
a line of boats and motors on an 
exclusive basis. “In this way you 
will not advertise for your compet- 


SOUTHERN HARDWARE for JUNE, 1959 


itor,” he says, “and will, at the 
same, time ‘sew up’ your parts 
business.” It is for this reason that 
he did so well with his present 
line of motors. 

“Of course, the marine business 
is not all a ‘bed of roses’,”’ warns 
Johnston, “If you get into it, it is 
an absolute must that you have a 
full-time service department, able 
to maintain and repair the motors 
you sell, and others as well. There- 
fore, you need a courteous and 
well-qualified service man, as well 
as the equipment to handle this 
end of the marine business. To 
go along with this you will also 
need a good stock of parts but 
there’s a nice 35% margin of profit 
in these items.” 

Johnston recommends that any 
man not wanting to have a service 
department, stay out of the boat 

(Continued on page 50) 
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By Ross L. Holman 


Through those extra services, he's 


ya 


&, > 
. ae NiLEMEN 


UB SCHMITT has built up a long 
list of do-it-yourself custom- 

ers by helping them do it, No, he 
doesn’t actually go to a do-it-your- 
selfer’s home and help him splash 
paint or polish floors. But he’s 
chock full of goodwill suggestions 
on how it ought to be done. 

Schmitt co-partners the Cum- 
berland Hardware Co. in Nash- 
ville, Tennessee, with his father 
E. J. W. Schmitt, who is retired. 
The son’s name is also E. J. W. 
Schmitt, but his friends and cus- 
tomers like him best as “Bub.” The 
son prefers to be addressed by that 
name because he feels it helps 
create a stronger bond of fellow- 
ship between him and his trade. 

His trade area in Nashville is 
full of salaried people and wage 
earners. In it are some industries 
employing hundreds of men and 
women, These employees are nat- 
urally active do-it-yourself peo- 
ple around their homes. When off 
duty, their time is their own and 
many of them use it to improve 
their premises. Recognizing this 
class of potential buyers within its 
reach, Cumberland Hardware built 
its trade to satisfy them. 

Schmitt’s fastest moving do-it- 
yourself item is paint. “I grew up 
in a sort of paint atmosphere,” he 
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Schmitt shows a 
customer the 
color harmony 
book to help in 
paint selection. 


said. “My father, as far back as I 
can remember, was a local dealer 
for the well known paint line 
which we are still handling, I tried 
to learn all there was to know 
about it. This knowledge has been 
a great help in winning friends 
and influencing customers.” 


Winning 
The DIYs” 


He went on to explain that the 
average do-it-yourself home-own- 
er is not skilled in any of the home 
improvement trades. Many of them 
have never swung a paint brush 
before, or have done so little of it, 
they appreciate the profession: 
suggestions he offers. 

When a customer comes in and 
asks about paint, Schmitt finds out 
what he is going to use it on. He 
soon learns whether he has done 
much of it before, “The first-time 
painter seldom knows the impor- 
tance of stirring paint properly,” 
he explained, “and quite often he 
has never read the instructions on 
the container. I patiently explain 
to him what he must do to get 

(Continued on page 70) 





Although Schmitt keeps a few tools and gadgets for rental purposes, often he 
lends a tool out without charge; here a regular customer borrows a pipe wrench. 
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+ This “phenomenon of the motor age" 
| offers conveniences which 
can outweigh its disadvantages. 











Village Hardware and Sports en- r nd net 
joys the mass drawing power of ~2lG40 UW 
51 adjacent establishments in one 

of Southeast's largest centers. 









By Albert Keshen 







North Carolina dealer evaluates 





Shopping Center Location 





| yes A SHOPPING center location pros and cons of a shopping cen- Village in Raleigh, North Caro- 
pay off for the hardware ter location is the Village Hard- lina, This store is sharing the mass 
dealer? ware and Sports Store of Cameron drawing power of 51 adjacent 





Although this phenomenon of 
the motor age has its friends and 
foes, nevertheless a good many 
stores are thriving under such an 
arrangement. They illustrate that 
the conveniences far outweigh any 
disadvantages and that it is a sat- 
isfactory solution to the customer 
problem of finding adequate park- 
ing space and shopping closer to 
home. 

However, there are shopping 
centers and shopping centers — 
some good and some bad. In other 
words, it depends on the choice of 
location, involving such factors as 
prevalence of big stores feeding 
the traffic, shopping habits in that 
particular locality, growth of the 
area, and good fortune in weaning 
customers away from their accus- 
tomed haunts downtown. 

In a good position to observe the 
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Cleaning supplies and housewares are pepular departments as housewives like 
the store's informal atmosphere, and also the convenient parking. 


establishments in what is consider - 
ed the largest shopping center in 
the Southeast. 

In evaluating the differences be- 
tween a shopping center and 
downtown location, Manager Carey 
G. Hackney sums them up as 
follows: 

(1) You need a more diversified 
inventory than the average store, 
or “a little bit of everything.” This 
is necessary in order to serve as a 
one-stop store in itself, which the 
public demands. For this reason 
Village Hardware carries heavy 
lines of such affiliated merchan- 
dise as electrical supplies, kitchen- 
ware, and household gadgets. 

(2) This stock should be of a 
higher quality than can be found 
elsewhere. Most shopping center 
patrons are of the higher income 
group, demand the better grade 
merchandise, and are selective in 
choice. They’re not apt to quibble 





so much over price as in downtown 
stores, yet cost still remains an 
important factor. 

(3) There has to be a lot of 
eye-catching’ display fixtures. The 
store is designed for this purpose 
with plenty of showcases; center 
island counters with open shelv- 
ing; small stands to show off sea- 
sonal items; and heavy wall peg 
board displays. All of this is de- 
partmentized, each section clearly 
identified by wall captions. 

(4) Store arrangement must be 
dynamic, not static, so as to give 
a frequent new look to the more 
expansive room area. This is ac- 
complished by shifting merchan- 
dise around often, like transferring 
stock from bottom to top of the 
three-tier and four-tier table 
counters. Or it calls for moving 
“dead spots” around so as to offer 
fresh appeal to visitors. This is not 
as difficult as it appears since the 





store is laid out in self-service 
fashion, with most of the smaller 
items set up so that customers can 
select what they want for them- 
selves. 

(5) Personnel must be shifted 
around to meet various peaks of 
store traffic and more part-timers 
have to be hired for this purpose, 
especially during the Christmas 
season. These peaks are from 11:00 
to 2:00 during the school hours 
when parents are free to go shop- 
ping. Because evening shopping is 
popular, hours of the sales help 
must be arranged to handle it. The 
Village is open two nights a week, 
Mondays and Fridays until 9:00, 
otherwise from 9:30 to 5:30. 

A marked advantage of the 
shopping center location is that of 
drawing more of a family trade 
than a downtown location draws 
Many housewives are not within 
a convenient walking distance and 
have to rely on the family car, 
which may already be appropri- 
ated by husbands away at work. 
Women, therefore, prefer to wait 
until the head of the house is at 
home, then the whole family goes 
in the car for the evening shop- 
ping. Or they may come around 
on Saturdays, which is still the 
“Big Day.” 

The informal shopping center 
atmosphere also encourages wom- 
en buyers who may want to drop 
in, casually dressed and accom- 
panied by the children, to purchase 
some particular item. In similar 
vein there is more of a personal 
relationship between customers 
and salesmen than may be found 

(Continued on page 72) 


Manager Hackney shows item from gadget counter to customer. Note effective use of peg board to display builders hardware. 
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It's the 


Follow Up 


That Counts 


O= FACTOR that helps to bring 
an average of 620 persons daily 
into Southland Hardware Co. in 
Houston, Texas, is the follow-up 
program devised to keep old cus- 
tomers coming back. 

The company does quite a large 
credit volume, both in open ac- 
count and installment business. 
This simple and inexpensive fol- 
low-up plan helps to keep both 
classes of credit customers cogniz- 
ant of the company to the point of 
coming back when they’re in need 
of merchandise stocked by the 
hardware store. 


“Elephant™ Mailing 


Key to the simple plan that has 
done so much to keep old custom- 
ers coming back is a three-color 
folder which Chester Gosnell, own- 
er, calls the store’s “elephant” 
mailing. 

It shows a jovial and alert ele- 
phant sitting at a typewriter with 
a “remember” string tied around 
his trunk. In front of him are a 
desk, typewriter, and file cabinet. 
The title of the folder in large 
script is “We Just Can’t Forget. . .” 

The dimensions of the folder are 


By Ruel McDaniel 


about 4% inches wide by 5% inch- 
es high. The company stocks en- 
velopes to fit this odd-size mail- 
ing. 

Selection of this odd size was de- 
liberate, not only because it was 
needed for the illustration but be- 
cause the envelope, being a dif- 
ferent size from the regular letter 
and note-size envelopes, makes it 
stand out in a batch of mail. 

Inside the fold there is another 
illustration of the jovial elephant. 
Here he sits in front of his desk, 
but instead of the typewriter in 
front of him he has a crystal ball, 
into which he is gazing. Across the 
top of the double page spread is 
this message: “They say an ‘ele- 
phant never forgets’ . . . neither 
can we... because it’s been a ‘long 
time no see’!” 

Smaller copy below the heading 
reads: “According to our records, 
it has been some time since we've 
had the pleasure of doing business 
with you. We value good customers 
like you . . . hope we'll have the 
privilege of again doing business 
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with you real soon.” 

On the first of the month when 
the office sends out statements, the 
lady in charge of credit notes all 
accounts that have been paid out 
and have had no charges against 
them during the month just ended. 
Each of these accounts receives an 
“elephant” folder in lieu of a 
monthly statement. 


Continues indefinitely 


This routine continues indefi- 
nitely, according to Gosnell. Unless 
a mailing is returned, or something 
else transpires to show that the 
former customer has moved away 
or is deceased, he receives the ele- 
phant folder on the first of every 
month. 

“Sometimes we send a man eight 
or 10 of these things, until he fin- 
ally does come in, makes some 
purchases and mentions that he 
figures he’d better come back so 
he will quit receiving those infern- 
al elephant cards,’”’ Gosnell smiles. 

This program not only aids in 
bringing an average of 620 men 
and women into the store daily 
but it has contributed to the com- 
pany’s $400,000 annual volume. 
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Don't Miss the Boat! 
(Continued from page 45) 


and motor business — with the ex- 
ception of stocking a few, small 
fishing type motors and boats. It 
has been his experience that people 
who own boats and motors are like 
automobile owners—they want a 
dependable service department to 
keep their equipment in good 
shape. 

Johnston has also found it very 
important to have good storage 
facilities for his boats and motors 
and particularly, an appropriate 
spot to advantageously display 
boats, motors, rigs and other equip- 
ment, where people who pass or 
drive by will see them. 

South Georgia Hardware not 
only uses eye-catching displays in 
front of and around the marine 
shop but they also have a shed and 
storage area in the parking space 
adjacent to their main building. 
This has brought about a lot of 
sales for, as customers park and 
come into the store to buy hard- 
ware and other supplies, they see 
the enticing boat and motor sup- 
plies and before they realize what's 
happening they’re getting prices on 
a rig for themselves, and quite 
often end up buying one. 

“We find it wise, and it creates 
a lot of sales, to have an in- 
expensive, flashy boat and com- 
plete rig, with a manual motor and 
only the most necessary items, 
prominently displayed,” Johnston 
points out. “It creates interest, 
brings customers into the store, 
and promotes sales. Often this 
particular rig is not what the cus- 
tomer wants. He might prefer an 
electric motor and so, oftentimes, 
we sell him a higher priced rig 
than the ‘come-in’ eye catcher. 

“We have advertised a 14-foot 
unfinished boat for as low as 
$269.50. Many times it has brought 
boat customers and prospects in 
our store. Usually we wind up 
selling him a much better boat, 
completely equipped.” 

Johnston, who is a great believer 
in promotion and publicity, never 
misses a chance to let people know 
he handles marine supplies. He al- 
ways has a huge boat and motor 
display in the exhibition booth of 
the local fair each year where 
about 70,000 people are annually 
reminded of where to buy boats, 
motors, and other water supplies. 

At the Fair a year ago, Johnston 
rigged up a temporary 15-foot 
swimming pool, In this he placed a 
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boat, fish and minature boats with 
tiny complete motors, which ran 
on flashlight batteries. They made 
a complete circle around the big 
boat. This display created a small 
sensation. Often the entire aisle 
was jammed with watchers—men, 
women and children, The little 
motors sold for 25c and served as 
good reminders of where to buy 
marine supplies. At the same time 
they called attention to the hard- 
ware items also on display in near- 
by booths occupied by South Geor- 
gia Hardware. 

All summer long Johnston 
catches the glances of all passers- 
by, who travel the busy main 
thoroughfare past his ideally lo- 
cated suburban store, with atten- 
tion-catching boat and motor dis- 
plays. 

During the season he also keeps 
a boat rack on top of the South 
Georgia Hardware pick-up truck 
and carries a boat around on the 
truck for everybody to see and to 
want. 

Whenever there is any sort of 
boating event in and around Al- 
bany, Johnston sees to it that his 
store is well represented with 
various types of boats and motors. 
Every boat he sells bears “South 
Georgia Hardware” name plates. 

At least twice during each year 
he puts on a D-day — boat demon- 
stration day. To this he invites all 
customers to whom he has sold 
boats to be guests of South Georgia 
Hardware. The hardware store 
furnishes the gas and oil and the 
customer boat owners help take 
people for boat rides — free, of 
course. 

“This gets a lot of people inter- 
ested in boating and creates a lot 
of sales,” Johnston “Last 
year we had approximately 30 
boats in our boat show.” 

As a result of the interest shown 
in these shows, Johnston was in- 
strumental in the formation of the 
Albany Ski Club, composed of 35 
teenagers, of which his son, Mike, 
is a member. He works with them 
continuously by furnishing boats, 
motors, etc. 

This group of teenage boys and 
girls has worked hard and has 
developed a fascinating show 
which they put on locally as well 
as out of town and out of state. By 
helping to sponsor these activities 
and by furnishing a boat to pull 
the skiers, South Georgia Hard- 
ware’s marine supplies receive in- 
valuable publicity. 

“After reading this article, the 
average hardware man might feel 


says. 


he doesn’t have sufficient capital 
to get into the marine business,” 
Johnston explained. “But he can 
start out on a smaller scale. He 
also does not have to invest all 
cash because all boats, motors and 
trailers can be floor-planned at a 
very reasonable charge. Most banks 
and finance companies want your 
floor-plan business because it 
usually means additional business 
and new customers for them in the 
way of individual financing.”’ 

In selling boats and motors it is 
very important and necessary, if 
the customer finances the rig 
through a bank or finance com- 
pany, that it be insured. This is a 
matter of protection for you and 
the bank. South Georgia Hardware 
sells such insurance to customers 
and makes 1% on this business. 

A hardware dealer can handle 
his own papers, if he has suffi- 
cient capital. If not, he can handle 
the financing through his bank or 
finance company on a recourse and 
non-recourse plan. Johnston has 
found that banks, as well as finance 
companies, want, and apparently 
prefer, financing boats and motors 
over other financing. He is in a 
position to sell a boat rig, or any 
part thereof, for as little as 10° 
down, if the purchase does not ex- 
ceed $1000.00, on a non-recourse 
plan. 

Johnston also believes that if a 
dealer wants to get into the marine 
business on a volume basis, that it 
will be worth his while, and that 
he will save money, by having his 
own trailer and hauling his own 
boats. 

In view of the fact that South 
Georgia Hardware has done such 
a volume of business in boats and 
motors, the store is able not only 
to get a consigned stock of boats, 
but extra discounts as well. On a 
few lines the firm acts as a dis- 
tributor by warehousing boats for 
manufacturers in the Albany area 

For instance, as of the writing of 
this article, Johnston accepted a 
load consisting of seven boats on 
consignment and, by taking a load, 
he obtained an extra 10%. This 
gave him 30 and 10% profit. Most 
important of all, however, this will 
give him a large selection of boats 
to show his customers without 
having his capital tied up. His 
agreement with this particular 
manufacturer is that any dealer in 
his vicinity can pick up one of 
these boats from his warehouse and 
receive a 30% discount, but he 
must pay the freight and $5.00 
handling charge. 
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CATALOGS & BULLETINS 


170 Door Hardware. Door Catalog 
A-400 contains 192 pages covering 
the company’s line of hardware. 
Richards-Wilcox Manufacturing Co., 
Aurora, Ill 


171 Hand-Tool Equipment. Auger 
and electric drill bits, chisels and 
gouges, drawknives, door lock bits, 
the #515 Nail Puller, and other 
hand-tools are pictured and described 
in this catalog. Greenlee Tool Co., 
1822 Herbert Ave., Rockford, III. 


172 Pumps. A loose-leaf catalog, 
No. 1, of the complete Commander 
line of water pumps, water systems, 
and sump pumps is available. The 
Tait Manufacturing Co., 200 Detrick 
St., Dayton 1, Ohio. 


173. Plastic Pipe. Ace Supplex flex- 
ible polyethylene plastic pipe and fit- 
tings are described in Bulletin CE- 
57 which gives installation instruc- 
tions. It also contains a chart which 
lists many common industrial liquids 
and specifies which of these liquids 
may be carried in Supplex piping. 
Amerace Corp., 200 E. 42 St., New 
York 17, N. Y. 


174 Hack Saw Frame. An adjust- 
able tubular hack saw frame, No. 325, 
with chrome-plated handle and gold- 
finished blade, together with other 
tools and kits made by the company, 
is fully described in an available 
catalog. Great Neck Saw Manufactur- 
ers, Inc., Mineola, N. Y 


175 Lawn Mowers, Catalog sheets 
picture and describe the entire Lazy 
Boy and Capri lawn mower line 
and the Lazy Boy riding rotary mow- 
er. Lazy Boy Lawn Mower Co., Inc., 
1315 West 8th St., Kansas City, Mo. 


176 Padlocks. Padlocks to meet 
every need are described in a 20-page 


catalog which features 


line. Catalog #56 also describes Mas- 
ter’s Special Service Department, as 
well as Master’s padlock and bike- 
lock display boards. Master Lock Co., 
Milwaukee 45, Wis 


177 Canvas and Nylon Products. A 
complete line catalog is available 
which contains 48 pages devoted to 
pup tents, tarpaulins, Sure-Fit boat 
covers, and many other items 
Hoosier Tarpaulin & Canvas Goods 
Co., 1302 West Washington St., In- 
dianapolis 6, Ind. 


178 Hand Tool Handles, Catalog A 
and Chart B are available to assist 
customers in determining which 
handle correctly fits certain striking 
and edge tools. Both are illustrated 
O. P. Link Handle Co., Inc., Salem, 
Ind. 


179 Special Purpose Planes. “How 
to Use Special Purpose Planes,” a 20- 
page booklet on various types of 
rabbet, router, and double-edge 
tongue and groove match planes, is 
available in reasonable quantity to 
dealers who may have them im 
printed if they wish. Profusely illus 
trated with line drawings the book 
let will be helpful to both veteran 
woodworkers and beginners. Stanley 
Tools, New Britain, Conn 


180 Insecticide Sprayers. Descrip 
tive literature which illustrates the 
company’s garden hose-fitting insect- 
icide sprayer, together with its other 
hose nozzles and sprinklers, will be 
furnished on request. Gilmour Manu- 
facturing Co., Somerset, Pa. 


181 Water Skis. The Hydro-Flite 
line of water skis, aquaplanes, and 
accessories is presented in catalog No 
14. The catalog is in color, with the 
skiing equipment pictured and fully 
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actual size 
illustrations of the company’s entire 


Available free to readers. Write in the numbers 
of items wanted on the return post card, page 53 


described Hedlund Manufacturing 


Co., Nokomis, I. 


182 Nail Wall Chart. A colorful 
wall chart shows “penny-wise” and 
corresponding nail lengths in inches; 
also illustrates many types of Maze 
nails. W. H. Maze Co., Peru, Ill 


183 Toys. A full-color catalog fea 
tures the leading items in the com 
pany’s 1959 line of doll carriages, 
strollers, and Keystone items. Also 
available is the toy firm’s complete 
catalog featuring the full line of 18 
doll carriages, 10 strollers, two table 
and chair sets, six rockers, and tw 
toy chests, plus many Keystone Di- 
vision items, South Bend Toy Manu- 


facturing Co., South Bend, Ind. 


184 Farmers and Ranchers Hand- 
book. Information essential to suc- 
cessful farm operation and items of 
interest to the family are included 
in a 72-page catalog of USS Steel 
Products for farm and home. Illustra 
tions, application helps, specification 
charts, and “how to” instructions are 
included General information on 
care of animals, tips on electricity, 
fish ponds, etc., the use of nails; in- 
formation about building materials; 
and an offer of free building plans 
for various types of farm structures 
are included. Tennessee Coal & Iron 
Division, Fairfield, Ala 


185 Fishing Rods. The illustrated 
1959 catalog of Harnel] fishing rods 
introduces a line of salt water con 
ventional and spinning rods and 
blanks known as the “Ultimate.” 
Ultimate live bait or boat rods, and 
salt water spinning rods are al] one 
piece rods in 8’, 9’, and 10’ over-all 
George Hine Products Co., 
Venice, Calif 


lengths 
4094 Glencoe Ave., 


186 Garden Shears. The complete 
Snap-Cut line of garden shears is 
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described and illustrated in a 10- 
page catalog now available which 
includes specifications, finish, pack- 
ing, and suggested list prices. Sey- 
mour Smith & Son, Inc., Oakville, 
Conn. 


187 Tapatco Products. A 24-page 
catalog, combining all Tapatco prod- 
ucts under one cover is available. It 
is printed in three colors and con- 
tains over 130 illustrations of Tapatco 
marine and other products. The 
American Pad é& Textile Co., Green- 
field, Ohio. 


188 Store Displays. Each type of 
display item from ticket holders to 
complete display units is fully illus- 
trated and described in a catalog 
which contains much information on 
display assembly. Reeve Co., 9249 
East Bermudez St., Rivera, Calif. 


188 Screw Anchors. Separate cata- 
log sheets in two colors describe and 
illustrate Molly Jack Nuts, Molly 
screw anchors, Molly utility plug, 
and Molly Hi-Speed Installer. Molly 
Corp., Reading, Pa. 


1960 Metal Merchandisers. A 40- 
page catalog, #390, illustrates and de- 
scribes the line of Viz-U-Bilt all- 
metal, gondola-type, merchandisers. 
Adjustable, perforated metal shelv- 
ing, clip-in splicers, and a complete 
selection of accessories make them 
flexible and adaptable to all types of 
merchandise. L. A. Darling Co., Bron- 
son, Mich. 


191 Firearms. An expanded fire- 
arms catalog gives detailed specifi- 
cation information, prices, etc., on the 
complete Mossberg line of rifles, shot- 
guns, telescope sights, and Covey 
hand trap. O. F. Mossberg & Sons, 
Inc., New Haven, Conn. 


192 Fishing Equipment. A 32-page, 
8% x ll-inch catalog which gives 
descriptions, prices, and illustrative 
details on the complete line of Shake- 
speare reels, Wonderods, lines, and 
miscellaneous accessories for every 
type of fishing is available. Shake- 
speare Co., Kalamazoo, Mich. 


193 Camping Furniture. An illus- 
trated catalog describes the com- 
pany’s complete line of folding cots, 
camp stools, and other canvas-cov- 
ered furniture items. Tucker Duck 
& Rubber Co., Fort Smith, Ark. 


194 Water Pumps. Available to 
dealers is a consolidated 40-page cat- 
alog showing the complete Rapiday- 
ton line, including 2- and 3-wire 
submersible pumps (for wells 0 to 
500 feet); shallow and deep well jet 
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pumps; and shallow and deep well 
reciprocating pumps. The Tait Manu- 
facturing Co., 500 Webster St., Day- 
ton 1, Ohio. 


195 Foot Valves. Bulletin 203, a 
complete outline of the company’s 
foot valves, with recommended uses, 
is furnished on request. Strataflo 
Products, Inc., Fort Wayne, Ind. 


196 Electric Trains. A catalog is 
available which gives full informa- 
tion and illustrates the company’s 
line of train outfits and accessories. 
The Lionel Corp., 15 East 26 St., New 
York 10, N. Y. 


197 Wood Bits. A 24- page wood- 
boring tool catalog, No. 53, describes 
all Irwin wood bits, special packag- 
ing, and point-of-sale displays. Rec- 
ommended uses for each wood-bor- 
ing tool, along with balanced stock 
recommendations, are included. The 
Irwin Auger Bit Co., Wilmington, 
Ohio. 


198 Fishing Lures, Complete in- 
formation on its lines of lures, ac- 
cessories, and displays is covered in 
the company’s 60-page illustrated 
catalog, and a 14-page supplement 
presents the action tackle items for 
1959. Marathon Bait Co., 840 Hen- 
rietta, Wausau, Wis. 


198 Power Pumps. Catalog illus- 
trates and describes company’s com- 
plete line of power pumps and well 
accessories. Special catalogs cover- 
ing “Submerga” pumps, “CJ”, “SJ”, 
and “CJM” jet pumps, hand and 
windmill pumps and water condition- 
ing equipment may be obtained also. 
Red Jacket Manufacturing Co., 1051 
S. Rolff St., Davenport, Iowa. 


200 Pliers. An illustrated catalog 
containing information on a wide as- 
sortment of pliers, hammers, and 
miscellaneous tools is available, 
along with a price list, Merchandis- 
ing helps and suggested assortments 
are described in detail. Champion De- 
Arment Tool Co., Meadville, Pa. 


201 Screwdriver Roll Kit. A cata- 
log page is available in black and 
white which describes and illustrates 
the TK-5 Hold-E-Zee Screwdriver 
Roll Kit. The RT-52 Roll Kit, a spe- 
cial electronics kit, is described also. 
Upson Bros., Inc., Rochester 14, N. Y. 


202 Chemical Dehumidifier. A col- 
orful consumer folder, “How To 
Avoid Rust, Mildew, Musty Odors 
Throughout The House,” gives in- 
formation about De-Moist chemical 
dehumidifier and contains a chart il- 
lustrating many new uses. Also avail- 
able are 3-color catalog sheets fea- 
turing Oven-Aid Cleaner, Free-All 
Septic Tank Cleaner, Chimney Sweep 
Fuel Additive, and Chimney Sweep 
Fireplace Powder. G. N. Coughlan 
Co., West Orange, N. J. 


203 Fishing Tackle, Offering a 
complete line of volume-priced Com- 
pac fishing tackle, the company lists 
hundreds of items in an all-inclusive 
22-page, general catalog. Commerce 
Pacific, Inc., 161 West 24th St., Los 
Angeles 7, Calif. 


204 Ornamental Iron. The com- 
pany’s 12-page catalog not only cov- 
ers TFC Ornamental Iron adjustable 
rails and columns, but also explains 
how to sell iron work with “step-up” 
merchandising, getting customers to 
spend a little more, Tennessee Fab- 
ricating Co., 1490 Grimes, Memphis 
6, Tenn. 


205 Industrial Fasteners. A 44- 
page condensed catalog describes the 
company’s line of industrial fasteners. 
The catalog is 54% x 9 inches and con- 
tains illustrations, sizes, packaging 
information and prices on the most 
popular items in the line. Clark 
Bros. Bolt Co., Milldale, Conn. 


206 Life Saving Line. A full color 
catalog page offering illustrations and 
dimensions of the company’s U. S. 
Coast Guard-approved life vests and 
boat cushions will be furnished on 
request. Red Head Brand Co., 4300 
West Belmont Ave., Chicago 41, Il. 


207 Twine. A 48-page catalog in 
color entitled, “Columbian Twine for 
Every Use,” is available. The book- 
let describes strength, yardage, ap- 
pearance and price, the important 
factors of strength, knot strength and 
package break. Columbian Rope Co., 
Auburn, N. Y. 


208 Pumps. Lancaster’s line of 
Dutchman jet pumps and of the 
Lawn-Pak lawn sprinkling pumps are 
featured on two available catalog 
sheets which contain complete speci- 

(Continued on page 55) 
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fication data. Also available is a 2- 
page catalog in full color featuring 
the Dual Dutchman. Lancaster Pump 
and Manufacturing Co., Inc., Lancas- 
ter, Pa. 


209 Fishing and Marine Acces- 
sories. The complete 1959 line of Fra- 
bill fishing tackle accessories and 
marine accessories is shown in this 
catalog. Frabill Manufacturing Co., 
234 West Florida St., Milwaukee 5, 
Wis. 


210 Cleaning Supplies. “How to 
Display and Merchandise Cleaning 
Supplies for Profit” is the title of a 
six-page color folder offered to deal- 
ers as an aid in setting up a cleaning 
supplies center. Ox Fibre Brush Co., 
Frederick, Md. 


211 Sportswear. The clothing “pre- 
ferred by sportsmen for more than 
50 years” is presented in a colorful 
sportswear catalog which features 
Duxbak garments that “shed water 
like a duck’s back.” Utica Duxbak 
Corp., Utica, N. Y. 


212 Bells. A 12-page colorful cata- 
log illustrates the company’s line of 
bells. The line includes hand bells, 
tea, call, cow, patio, bicycle, yacht, 
souvenir, and numerous other types 
of bells. Bevin Brothers Manufac- 
turing Co., East Hampton, Conn. 


213 Wood and Sheet Metal Screws. 
Every master carton of Southern 
wood screws and sheet metal screws 
now contains Folder TC-4, “instruc- 
tions for Selecting and Using Wood 
Screws and Sheet Metal Screws.” 
Folder TC-4 gives complete instruc- 
tions for measuring length and di- 
ameter, head styles available, pilot 
hole sizes, drill bit sizes, etc. Sup- 
plies of the folders are available to 
wholesalers and dealers handling 
Southern screws. Southern Screw 
Co., P. O. Box 1360, Statesville, N. C. 


214 Sprayer and Duster Line. A 
Hudson Sprayer and Duster Catalog 
(No. 546) shows and describes the 
company’s line of hand- and power- 
operated sprayers and dusters. Acces- 
sories and service parts are included 
also. H. D. Hudson Manufacturing 
Co., 589 East Illinois St., Chicago 11, 
Ill. 


215 Toggle Bolts. A two-color bul- 
letin #7001, describes and illustrates 
a diversified line of toggle bolts. 
Complete information on minimum 
back-up clearances required and 
holding strengths of the spring-type 
bolts is provided. Installation in- 
structions are given. Specifications 
provide diameters, lengths, weights, 





HELPFUL 


BOOKLETS 
FREE! 
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catalog numbers, and packaging in- 
formation. Diamond Expansion Bolt 
Co., Inc., Garwood, N. J. 


216 Oilers and Cans. A catalog il- 
lustrating and describing the com- 
pany’s entire line of oilers, safety 
cans, and oil and gasoline containers 
is available in two forms, No. 55 Gen- 
eral Catalog, and No. 55C Condensed 
Catalog. Eagle Manufacturing Co., 
Charles St., Wellsburg, W. Va. 


217 Dealer Displays. Thirty-one 
different displays of Cabinet Hard- 
ware are illustrated in Amerock’s 
No. 104 Catalog of Dealer Displays. 
The catalog is said to cover the right 
kind of display for any store arrange- 
ment, any department, or any “on- 
the-job” use. Amerock Corp., Rock- 
ford, Il. 


218 Aluminum Furniture. The De- 
lighter line of aluminum furniture 
specialties for homes, gardens, beach- 
es, boats, offices, and institutions is 
presented in a color folder. Universal 
Converting Corp., Dept. 1957C, Saw- 
yer St., New Bedford, Mass. 


219 Fishing Reels. A 6-page, 4-col- 
or catalog, picturing and describing 
the 1959 line of Langley spinning and 
casting reels, is offered. The Fisher- 
man’s De-Liar is offered in two 
styles, and a display carton for the 
De-Liar is featured. Langley Corp., 
310 Euclid Ave., San Diego 12, Calif 


220 Humorous Fishing Booklet. 
“How to Catch a Mermaid” is a 12- 
page booklet, printed in color, sched- 
uled for nationwide promotion in the 
company’s “W-40 Mermaid” consum- 
er advertising campaign. Author is 
humorist Ed Zern. A prevue copy is 
available to dealers, and additional 
copies are packed free with each 
“W-40” Fishing Line Department, for 
customer distribution. Western Fish- 
ing Line Co., Glendale 4, Calif 


221 Angler's Catalog. “How to 
Choose and Use Your Shakespeare 
Tackle” is a 32-page angler’s catalog 
edited with the cooperation of Ben 
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Hardesty, seven times U. S. “Pro” 
Casting Champion and holder of the 
World’s Professional Casting Champ- 
ionship title in 1957. The complete 
line of tackle is illustrated and de- 
scribed with special emphasis being 
put on “Push-Button” reels and rods. 
Shakespeare Co., Kalamazoo, Mich. 


222 Wrenches, Pliers, Tools. Cata- 
log No. W-22 illustrates and gives 
specifications of the wrenches, pliers 
and other tools covered in this cata- 
log. A section is devoted to store dis- 
plays and advertising material which 
Diamond offers. Diamond Tool and 
Horseshoe Co., Duluth 7, Minn. 


223 Plastic Housewares. A Lustro- 
Ware catalog illustrating and describ- 
ing over 200 plastic housewares is 
available. Featured is the Lustro- 
Ware Waste Basket Tree display 
stand which holds a 46-piece assort- 
ment of popular sizes of polyethylene 
waste baskets. Columbus Plastic 
Products, Inc., 1625 West Mound St., 
Columbus 23, Ohio 


224 Window Glass. A _ 16-page 
booklet tells how smart buying, stor- 
ing, and proper cutting of LOF Qual- 
ity Window Glass will increase dealer 


profits. Libbey-Owens-Ford Glass 
Co., 608 Madison Ave., Toledo 3, 
Ohio. 


225 Repair Handle. A catalog sheet 
is available describing the advan- 
tages of the Drive-Ezy Repair Handle. 
Step-by-step illustrations show the 
procedure for inserting the new 
handle which is designed to follow 
the curve of all hollow back shovels, 
spades, or scoops. Reverse side of 
sheet lists stock numbers which the 
handle fits. O. Ames Co., Parkers- 
burg, W. Va. 


226 Portable Charcoal Grills. Full 
color, illustrated, descriptive catalog 
on Deluxe and Promotional braziers, 
barrel braziers, and patio grills is 
offered. Chattanooga Royal Co., Chat- 
tanooga 6, Tenn 


227 Sling Chains and Attachments. 
A catalog on the entire line of McK- 
Alloy Sling Chains and Attachments 
provides specifications and informa- 
tion on McK-Alloy chain products in 
sizes from ™%” through 2” diameter 
inclusive. A section is devoted to the 
use, care, safety, and inspection of 
the sling chains. The McKay Co., 
1005 Liberty Ave., Pittsburgh 22, Pa 


228 Sabre Saw. The Wen Model 
909 “All-Saw” is described and illus- 
trated in catalog sheet No. 90A110 
The saw cuts 4x4 at 45°, a 6” log, and 

(Continued on page 58) 
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NOW! each EVANS POCKET TAPE 
comes packaged in 


mel 

















THE GREATEST IDEA FOR PACKAGING 
AND MERCHANDISING IN YEARS! 


EXTRA 
3 


“HOLSTER-PAK”, the greatest merchandising ad- FREE 
vancement in packaging of the decade, is the perfect HOLSTER ~Power-Tape - 
blend of product, package, promotion, and utility. This — LSTER-PAK. 
sturdy leatherette tape-holster clips on the belt and eith BELT CLIP 
keeps the tape handy on the job at all times. Your 
customer actually gets the holster FREE! 

Now, all Evans pocket tapes (except Thin-Tape) 
come to you ready-packaged in this sensational form- 
fit “Holster-Pak”, each mounted on an individual peg- 
board card that can also stand by itself on the counter 
or in the window. 

And to help you put “Holster-Pak” across big, Evans 
has developed a revolutionary new point-of-sale “Ferris 
Wheel” display — the first display piece made specific- 
ally for mounting on pegboard, and to stand on the 
counter, too. It has action...it has sound... it has 
SELL! Ask your jobber about it! 














‘ RULE CO. FACTORIES AT ELIZABETH, N. J. & MONTREAL, QUE. 
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Yes it’s true—only the retail merchant is really in 






a 
position to find out his customers’ frame of mind. Many 
experts regard the present period as due to the consum- 


and 1975. That means more jobs, more income, more pro- 
duction, more Savings, more research...more needs of 
all sorts than ever before in our history! 
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already had truly surprising results when they went out ’ ~ 
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‘Do people have the money to spend?” FREE! Get going today! Write at once for illus. 


trated “How To Turn the Tide” booklet offering 


You bet they do! The facts show another big upswing 
valuable and vital selling ideas. Th« 


in the works. U.S. population will soar between now Advertising 


Council, 25 West 45th Street, New York 6. N.Y. 





| YOUR FUTURE IS GREAT IN A GROWING AMERICA 
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CATALOGS 


4 74 
TOOK Up (Continued from page 55) 


: h TR AC * & 4 A N G + Pp S may be used for fine scroll work. Ten 
or t e action photos show 909 cutting wood, 
metals, leather, plastics, foam rubber, 


‘ ---ideal for sliding doors etc. The sheet also lists special fea- 

tures, specifications, and assorted 

Important on garages, barns, blades available. Wen Products, Inc., 

“—_ industrial and _ Northwest Highway, Chicago 31, 
sliding door commercial | 


. . 

k ° h buildings! 229 Tradesmen Tools. The No. 58 
mar ef wit eee Rotogravure catalog with 49 pages 
contains newest tools and engineer- 
ing changes in popular lines. Most 
popular Stanley and “Yankee” tools 
used by tradesmen are graphically 
described. Stanley Tools, division of 
The Stanley Works, New Britain, 
Conn. 


230 Specialty Nails. A catalog con- 
taining a wealth of information about 
specialty nails is available. Illus- 
trated with scale drawings of the 
nails, the catalog serves as a refer- 
ence book for both salesmen and cus- 
tomers. It contains complete nail spe- 
cifications. Handy charts give vital 
data about the sizes and quantities 
of nails to use for various applica- 
tions. Each nail is identified by stock 
number and is priced from a separate 
list. W. H. Maze Co., Peru, II 





231 Fishing Tips and Tackle. The 
24-page “Tips and Tackle” booklet, 
available to dealers for distribution 
to their customers, features stories on 


| WANA Z FEATURES... a fishing trip to Canada by Mo Hoff- 
] door |] door | TRACK FINISHED IN GRAY ENAMEL... man and an informative article on 


SINGLE OR | i PARALLEL AVAILABLE IN STANDARD LENGTHS OF spinning for Steelhead by Jim Gil- 























. ——- 4’ THROUGH 10’. TRACK FEATURES lard. Also included are useful tips 
a EARS" ON 12” CENTERS. and hints on fishing with spinning 
a 0” NO NEED TO STOCK ATTACHING and fly equipment, as well as a com- 
R-W EaR-Way Track and Trolleys offer an easy BRACKETS. plete ee ron of oo 1959 som 
to merchandise—easy to inventory—easy to sell , puGGEDLY CONSTRUCTED OF 16 line of tackle. Airex Corp., 411 Fourth 
product to help you capitalize on the sliding door GauGeE STEEL... BOSSES HOLD TRACK Ave. New York 16. N. Y 
market... a market that offers a great potential AWAY FROM BUILDING ALLOWING . pecs 
for sales. R-W "EaR-Way” Track with ‘attaching FREE PASSAGE OF AIR. 
ears” as an integral part of the track eliminates . rop.quality AT AN ECONOMICAL , 
the need to inventory attaching brackets, bolts, PRICE. wer sony eg — S = 
: : é , LL-9479, fez *s brass 
otc. A you need Is wack, Coaneemng ———_ ee TRUCKS ON R-W HANGERS CADMIUM plumbing products such as ballcocks, 
trolleys and you are in business . . . sufficient lag PLATED (not electro-zinc plated) FOR flush valves. tank levers. etc. 48 
screws included with each order. Stock-up mow EXCELLENT RESISTANCE TO RUST AND items covered. Mansfield Sanitary 
with top-quality, but economical, R-W “EaR-Way CORROSION... ASSURES DEPENDABLE a0 Deseenniiie Ohio ee en 
Track and Trolleys. SERVICE AND EASY OPERATION. , = “ - 





J 


FOR ADDED PROFITS . . . R-W offers a complete line of QUALITY hardware items 
including: "LOCK-JOINT" Track and Hangers; Weatherproof Barndoor track and hangers; 
Latches; Hasps; Door Bolts; Flush Pulls; Door Handles; Stay Rollers; Binders; Floor Guides; 
Hinges in a broad assortment of types and sizes; Studding Socks, complete hardware ‘ 
kits for sliding doors, Industrial Doors of all types and Electric Door Operators for showcases, and display accessories 
Residential and Industrial Doors. are presented in Catalog #59N. 
Price list included. A feature of the 
catalog is instructions for the dealer 


» obtai e » ple y service. 
WO WW! Richards-Wilcox | j:2*icis Sees 
eo 


MANUFACTURING COMPANY 
for complete informa- “A HANGER FOR EVERY DOOR THAT SLIDES 234 Marine Lamps and Acces- 
tion. Request Catalog 336 W. THIRD STREET ° AURORA, ILLINOIS sories. A 16-page 1959 General Cata- 
No. 400R. log covers the complete line of marine 


233 Store Fixtures. Fully illustra- 
ted merchandised wal] fixtures, a 
complete line of gondolas, counters, 
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Retail Price: s109°>" 


The world’s greatest value in a 
featherweight autoloading shotgun 


Now you can offer shotgunners a lightning-fast gas-operated 
Remington autoloader at a really moderate price. The new 7- 
pound Model 878 “Automaster” gives the same superdepend 


NEW REMINGTON ability and fine operating characteristics as guns costing much 
MODEL 878 more. It has Remington's Quick-Change-Barrel feature, light 
recoil, perfect balance. The stock is richly finished American 


“ " 
AUTOMASTER walnut. With these great features and its hig price advantage 


Model 878 is a cinch to write autoloader sales history. 3-shots 





In 12 gauge only 


—_ Price: $] 345° 


A distinguished, bolt action 
center-fire rifle with full custom features 


Model 725 offers your customers a graceful Monte Carlo 
stock for perfect sighting with either open or telescope sights 
4 hinged floor plate permits instant unloading. The rear sight 
is adjustable for windage and elevation, and the receiver is 


NEW REMINGTON pe yee — for — — cig sharp ponte 
sets off a handsome finish and lustrous Diuing to round out 
MODEL 725 ; 


a gun that sets up sales fast. New in 222 Rem. and 244 Rem 
Also in 280 Rem., 270 Win., 30/06 


Retail Price: $6275 P 


The world’s lightest, most 
colorful 22 rifle 


Another Remington sales booster. The new “Fieldmaster”™ 
achieves the lightest weight—only four pounds—of any rim- 
fire rifle in the world. In addition, barrel and receiver are 
finished in three distinctive colors Buckskin Tan, Crow 
Wing Black or Teal-Wing Blue. Other selling advantages: a 


NEW REMINGTON chrome-plated trigger, floor plate and magazine tube; a “Sun 
MODEL 872 Grain stock and fore end: a gold finished front ight. Model 


572 handles 20 short, 17 long or 15 long rifle cartridges in 


“FIELDMASTER" terchangeably 
Slide Action 


Remington Oy 


“Fieldmaster’ is Reg. U.S. Pat. Off. and “Sun-Grain,” “Automaster” are trademarks of Remington Arms Company, inc., Bridgeport 2, Conn. 
in Canada: Remington Arms of Canada Limited, 36 Queen Elizabeth Bivd., Toronto, Ont. *Prices subject to chenge without notice 
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lamps and accessories, fully illustra- 
ted and with detailed information. 
K-S Marine Products, Inc., Oakville, 
Conn. 


235 Tapes and Tape Rules, Color- 
ful catalog pages cover the com- 
pany’s line of hardware items includ- 
ing all types of steel measuring tapes 
and tape rules from 3- to 100-feet, 
and augmented by woven tapes, 
plumb bobs and hand levels. Also 
given is packaging information, 
weight, prices, etc. Keuffel & Esser 
Co,, Adams and Third Sts., Hoboken, 
N. J. 


236 Builders Hardware. A colorful 
104-page catalog illustrates the com- 
pany’s full line of builders hardware. 
New items in the Safe line include 
Champion and Adams-Rite type 
hardware as well as Fraim padlocks. 
Safe Padlock & Hardware Co., Lan- 
caster, Pa. 


237 Fence Products. “American 
Products,” an illustrated general cat- 
alog listing fence and kindred prod- 
ucts, describes numerous types of 
fences and posts. The 41l-page catalog 
also contains information and speci- 
fications on such other items as bale 





It’s easier 
to stock 


just ONE 


line... 


It's PROFIT-WIsSE 


to stock... 





You get more than a quality line when you handle Channellock 
pliers. You get the line with the best seller of them all... the 
Channeliock No. 420. Hundreds of thousands of this one plier 
alone are sold every year by tool suppliers all over America. That's 
why these same suppliers tell us “It's easier to stock just one line 

of pliers. We find it profit-wise to stock the complete Channellock 
line’. You will, too. Send for our new catalog. 


CHAMPION DeARMENT TOOL COMPANY 


MEADVILLE, PENNSYLVANIA 


For more information use Handy Return Card, Page 53 





ties, corn cribs, hardware cloth, nails, 
roofing sheets, welded wire fabric, 
stone wire, trellises and agricultural 
wire rope. A chart and table is pro 
vided to determine how much fence 
and how many posts are required to 
enclose farm acreage. American Steel 
& Wire Division, U. S. Steel Corp., 
Rockefeller Bldg., Cleveland 13, Ohio 


238 Casting Rods. A catalog is 
available which presents the com- 
pany’s line of casting rods. New rods 
are highlighted and a number of price 
reductions are given. Betts Manufac- 
turing Co., New Holstein, Wis. 


239 Wrenches and Socket Sets. A 
12-page catalog describing Billings 
Life-Time Wrenches and _ Socket 
Sets is available. Catalog is illus- 
trated with complete description of 
each wrench and socket set. The 
Billings and Spencer Co., Hartford 
1, Conn 


240 Hack Saw Blades. A catalog 
page is available covering the Grif- 
fin line of Hand Hack Saw Blades 
Coping Saw Blades, Jig Saw Blades 
and Scroll Saw Blades. G. W. Griffin 
Co., Franklin, N. H. 


241 Water Systems. Bulletin No 
4961 presents data on the Majorjet, 
a self-priming, electric-motor-driven, 
shallow well pump. Also included 
in the colorful, 4-page bulletin are 
the package systems and accessories 
The Deming Co., Salem, Ohio. 


242 Simplified Pump Selection. A 
full-color, 12-page catalog, Section 
102, that simplifies pump selection b) 
sectionalizing all basic information on 
facing pages has been designed fo! 
the Olympian line of pumps and 
accessories. The catalog features a 
color coding system and a numerical 
and letter coding system for identify 
ing pumps, jet packages and tanks 
The F. E. Myers & Bro. Co., Ashland, 
Ohio. 


243 Outdoor Clothing and Equip- 
ment. Red Head presents it 1959 line 
of products “designed with the sports 
man in mind” in a catalog containing 
large illustrations and detailed infor 
mation and prices. Red Head Brand 
Co., 4311 Belmont Ave., Chicago 41, 
Ill. 


244 Chain Data. The Chain Data 
Bulletin 59, a 28-page chain sample 
book, illustrates most sizes of 17 
types of welded and weldless chain 
Contains 146 actual size illustrations, 
recommended uses, and working load 
limits for each size; also, trade size: 
and trade numbers, materia] size, 
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YOU HAVEN'T ORDERED YET? 


Don’t let another day go by without 
this new file idea still not ordered 





f a 
4 ~¥ 
ay 
+ 


Now you get the fastest selling Black Diamond 
files with Hi-impact Polystyrene handles, 
packaged in a brand-new skin covering— 
in a display mounted assortment. Handles 
are removable and reusable. Will resist 
breakage when subjected to normal use. 


You'll sell more files this way. You'll sell 
them faster. You’ll make more money. 
Why wait? Contact your wholesaler now. 


HERE'S WHAT YOU GET AND WHAT YOU MAKE 


BDH-48 Black Diamond File Assortment 
Dealer Suggested 





Cost Retail, 

Per Doz Each 

6-10” Mill Bastard BM-10H $8.40 $1.05 

6-8” Mill Bastard BHM-8 6.80 .85 

6-6” Mill Bastard BHM-6 5.60 .70 

6-6” Round Bastard BHR-6 6.00 75 
6-6” Slim Taper BHS-6 5.20 65 

= 

6-6” X Slim Taper BHXS-6 5.20 65 

6-6” XX Slim Taper BHXXS-6 5.20 .65 

6-7” XX Slim Taper BHXXS-7 6.00 75 


Retailer’s Assortment Cost . . $24.20 
Retailer’s Selling Price . . . . $36.30 
Retailer’s Profit .....22- $12.10 


FREE display stands 
on own easel or hangs 
on wall or pegboard 














BLACK DIAMOND <> 


NICHOLSON FILE COMPANY, PROVIDENCE, RHODE ISLAND 
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weight per 100 feet, number of links 
per foot, and finish and packing in- 
formation. S. G. Taylor Chain Co., 
Inc., Hammond, Ind. 


° 


Regaining Lost Volume 
(Continued from page 34) 


display and a system for ordering 
boats and motors. We arranged 
our fishing tackle equipment in at- 
tractive displays, easy to reach, 
creating the effect of merchandise 
in depth. 

“To these lines, we added camp- 
ing and other items related to fish- 
ing or hunting. Camp stoves, life 
preservers, minnow buckets, bait 
wells, tackle boxes, thermos jugs, 
gasoline cans, boat seals, corks, 
hooks, and sinkers. 

“We felt that with this complete 
selection of tackle, we could make 
King-Hicks Hardware Co. the prin- 
cipal headquarters for tackle in 
town. We have been issuing fish- 
ing and hunting licenses for nearly 
six years, which helped us extend 
the influence of this revitalized 
department,” King explained fur- 
ther. 

“We promoted our fishing tackle 


department with fishing contests,” 
King continued. “We gave away 
radios, $25 reels, and other tackle 
for the largest perch, bass or trout 
caught. These fish had to be 
brought by the store to be weighed 
and measured. These contests were 
very successful, and we consider- 
ably expanded this part of our 
business against tough competition 
from other businesses in town. 

“Sporting goods was expanded 
also. Baseball gloves, balls, bats, 
bases, face masks, shoes—all were 
added in depth not only by size 
but by price range as well. Golf 
bags, clubs, shoes, balls, and other 
accessories were added also, 
though these volumes are not 
destined to be very great around 
here. 

“Little League in this city has 
been in operation for some time,” 
King pointed out. “With more in- 
comes and more leisure time, base- 
ball has become more important 
in our recreational picture for the 
youngsters as well as for the older 
folks. We encouraged its growth 
wherever we could. We keyed our 
advertising to this seasonal sport, 
calling attention to the large selec- 
tion of gloves and other equip- 
ment. As a result, this department 


showed an encouraging increase in 
sales volume. 

“It came as a surprise to us, but 
we found we earned more profit 
from the sale of a $10 baseball 
glove than we had earned when 
selling 15 plow points, and there 
was more profit in selling a $25 
spinning reel than a $40 plow!” 
King said. 

Plumbing was added as a com- 
pletely new sideline at King- 
Hicks. “As I said before, farm 
families did not desert their home- 
steads for suburban homes and 
with more money available, 
plumbing, including complete 
bathroom facilities, became easily 
accessible to many of these fami- 
lies. 

“We ran into tough competition, 
of course, from Atlanta plumbing 
firms, but we have found that lo- 
cal farmers and others are com- 
ing around to us pretty well. We 
do not have an outside salesman 
for plumbing; however, in Cov- 
ington where those of us on the 
staff here know most of the people 
in town, we hear quickly about 
plumbing possibilities. 

“To get this department started, 
we added a line of bathroom fix- 
tures, including 3-piece bathroom 
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sets; kitchen sinks, accessories such 
as medicine cabinets, and related 
items. We put in a stock of 2”, 3”, 
and 4” cast iron drainage pipe, all 
important sizes of galvanized pip- 
ing and a pipe cutter as well as all 
necessary connectors.” 

Installation of plumbing is han- 
dled by local plumbers who work 
with King-Hicks Hardware Co. on 
an agreement. One such plumber 
also works for the hardware firm 
as a part-time estimator. 

Plumbing is a good source of 
volume with the top sales of some 
bathroom ensembles ranging close 
to $450. King-Hicks finances its 
own jobs, realizing additional in- 
come from this source. 

Flower and vegetable seeds 
have been a consistent seller all 
along for this firm; however, as 
the trend to developing home gar- 
dens has continued, these volumes 
have taken a noticeable upswing. 

“Garden implements have been 
added and are selling well,” King 
said. “Garden tractors, rakes, hoes, 
spades, and other implements are 
popular, and fertilizer has risen 
sharply in sales due to the garden- 
ing surge. 

“This has been a big garden 
vear for us,” King continued. “In- 


dustry has been on short time, 
thus more time has been available 
for garden development. Food 
from gardens has greatly supple- 
mented lowered incomes, making 
the wait for more working hours 
less of a hazard to family financial 
security. Though we sell some of 
these families items on credit, we 
are not stressing credit in our ad- 
vertising.” 

Though still a small source of 
volume, playground equipment for 
a time helped replace some lost 
farm volumes. With little or no 
competition, volumes in this equip- 
ment nearly doubled. However, 
during the past year, nearly every 
business in Covington managed to 
have some piece of this equipment. 
As a result, this volume has di- 
minished some, according to King 
Most popular sizes of gym sets re- 
tail at $22.50 and $32.50. 

King-Hicks Hardware Co. is 
owned by E. A. King, H. L. King, 
and B. K. Hicks. “Planning is pay- 
ing off for us now,” E. A. King 
stated. “No firm can take the loss 
in volume we took without re- 
placing it fast. It’s good to report 
that most of the volumes we lost 
have been replaced through chang- 
ing our selling emphasis 


“And when we look back on it, 
the changes that took place have 
resulted in a better operation than 
we had before. Without our being 
able to look ourselves over criti- 
cally, it could just have easily 
been the other way.” 
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“Tomorrow's” 
Hardware Store 


(Continued from page 36) 


the sports department, devoted to 
guns, ammunition, fishing rods and 
reels, and fishing tackle of all sorts. 

As proof of the still bucolic na- 
ture of Alamo Heights, a “barrel” 
full of old-fashioned bamboo fish- 
ing rods is much in evidence, the 
sort most of us used for fishing 
when we were still boys 

The center section of this wing 
is devoted to the thousand-and- 
one small items every hardware 
store must carry. These are placed 
in bins on attractive three-tiered 
display islands so that customers 
can browse around at will and 
make their own selections. 

The entire rear wall of this sec- 
tion is occupied by the paint de- 
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srgunners shoot the works when you show 
m the Lyman line of choke devices — the best 
known, best advertised, best all-around! 


Your profit—a full 334% on every sale! And 
Lyman choke devices are so easy to sell — because 
each one is backed by thirty-one years of choke 


Cutts Compensator® — the original choke device 
— famous for perfect patterns even at extreme 
short or long range! Here’s an item that keeps 
your customers coming back for more —— sell’em 
up to 7 Comp® Tubes and Adjustable Tube. 
Cutts Compensator improves any single-barrel 
12-, 16-, 20-, 28-gauge or .410 bore. 

With one tube, $16.25. 


know-how and quality production — and because 
each one benefits from the most extensive con- 
sumer advertising campaign in the field. 


You need keep no inventory! Best of all — your 
nearby jobber-installer keeps inventory — makes it 
his business to provide prompt installation service. 


New LymanCHOKE® — Sell the best adjustable 
choke for less!) LymanCHOKE outperforms all 
other adjustables — is consistently first in tight, 
killing patterns. Available for 12-, 16-, or 20- 
gauge singles. 

Only $12.50 — with Recoil Chamber, $14.95. 


Write for list of nearby Lyman jobber-installers. 
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partment. 

To the left of the main entrance, 
the front and side walls are de- 
voted to hardware items and tools, 
while garden appliances are along 
the rear wall. 

A service entrance at the rear 
is adjacent to a modern lift to the 
second floor, and there are store- 
rooms here holding reserve stocks 
of merchandise. 

A checkout counter is placed 
near the front door, which is con- 
venient for customers and which 
enables the company to handle 
sales with a minimum of store em- 
ployees and a minimum of effort. 

The right arm of the “Y” stair- 
way leads to the home appliance 
department and to a spacious office 
at the end. The left arm leads to 
the housewares department which 
has approximately 1,250 square 
feet of floor space, and further 
back, to the toy department which 
has twice as much space, varying 
with the season. This is far enough 
back from the open railed-in space 
for even the smallest children to 
wander around in safety. Both de- 
partments are so arranged that 


self-service in their appointments. 

Many hardware stores feature 
toys at Christmas time, but at 
Neice’s where they are the special 
province of Mrs. Neice, they are 
featured all the time, the depart- 
ment being expanded as needed in 
advance of the holiday season. And 
the store is one of the city’s head- 
quarters for quality toys, ranging 
from dolls to velocipedes. 

The space for these two depart- 
ments is much larger than that of 
the hardware and tools department 
downstairs, for the main floor on 
this side of the building houses the 
Alamo Heights branch post office 
which, needless to say, helps to 
bring in considerable traffic. 

The back wall on the second 
floor, between the two arms of the 
“Yy” is devoted to office stationery 
and supplies. 

Needless to say, the building is 
air conditioned. Furnishings, dis- 
play cases, and fixtures are of glass 
and walnut. And the new Neice’s 
may be taken as representative of 
the new day in the hardware busi- 
ness when hardware stores will be 
as ultra modern in design and ap- 















they can be expanded or contracted pointments as the most modern 
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Building Supplies 
for Added Profits 


(Continued from page 38) 


housewares given the choicest dis- 
plays, and sporting goods shown 
prominently. These have to be 
well displayed to sell profitably, 
he maintains. But building sup- 
plies in the hardware store need 
not be displayed. He sometimes 
shows a few sacks of insulating 
material in the windows or dis- 
plays a screen door or two. Build- 
ers hardware has an attractive 
spot, and paints occupy the shelves 
along one side. 

“A hardware dealer does not 
need display to sell building ma- 
terials. He needs one man to do 
some aggressive on-the-job sell- 
ing. When space is provided for 
building supplies, in a separate 
part for the store, they are easy to 
handle. Turnover is fast, and many 
of the customers can be hand- 
picked. Best of all, when they are 
sold, we have no future service 
problems to contend with.” 

Holland keeps track of new 
building permits, and tries to call 
on the builder or the contractor 
promptly. But he does not give up, 
even when the building materials 
for the new job have been bought 
from a lumber yard. Nearly every 
job, he contends, needs extra ma- 
terials before it is finished. He 
wants to sell these extras, and by 
contacting the builder while the 
job is under way, he does make 
those additional sales. 


+ 


Advance Registrations 
High for AFTM Show 


registrations for the 
August 2-7 Associated Fishing 
Tackle Manufacturers exposition 
to be held in Chicago’s Hotel Sher- 
man already have surpassed last 
year’s total, according to Show 
Chairman Robert Mortensen, of 
Highland Park, III. 

To mid-April, AFTM Executive 
Director John M. Holmes, of 
Washington, D. C., had orders from 
151 exhibitors for 214 booths, 
while last year’s show attracted 
139 exhibitors in 191 booths. 

Mortensen announced that there 
will be a special ladies’ program 
for wives, including a luncheon- 
fashion show, sightseeing, attend- 
ance at a stage attraction or out- 


ADVANCE 


standing film, and other special 
events. 
He announced that this year’s 


show also will feature two panel 
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That's why it pays to 
stock, display and push the 
entire power-packed line of 


PETERS “High Velocity” 


sporting ammunition. 


pales 
PACKS THE\ POWER 
PETERS CARTRIDGE DIVISION, BRIDGEPORT 2, CONN. 


“High Velocity” 1s a trademark of Peters Cartridge Division, Remington Arms Company, tac. 
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... and we'll be more than pleased to fill 

your needs. 

The choice between hex head and square head 
bolts, we feel, is up to the customer. What 

he wants, we'll supply. 

That’s why CLARK . . . a tested and proven 
producer of carriage and machine bolts for 
over a hundred years... supplies both 

hex and square heads. 

They are available in a full range of sizes 

... with or without nuts... in bulk or 
Clark’s superior packaging. 

Write today for complete information and prices. 





REQUEST FREE CATALOG covering the complete 
CLARK line of industrial fasteners. 


CLARK BROS. 
BOLT CO. 


MILLDALE @® CONNECTICUT 








sessions. The first on Tuesday, 
August 4, will study industry 
problems, with wholesalers, manu- 
facturers, manufacturers’ repre- 
sentatives, and retailers taking 
part. 

The second, on Wednesday, 
August 5, will be devoted to in- 
dustry public relations problems 
and opportunities. 


a 


$20,000 Annually 
from Roofing 


(Continued from page 41) 


possible to buy without overstock- 
ing and at the same time, he is as- 
sured that he will not run out be- 
fore the next shipment arrives. 
The store orders roofing by truck 
load and is able to get prompt de- 
livery—another factor in the ex- 
cellent turnover rate. 

“Another reason we like roof- 
ing,” Lewis says, “is that it is not 
necessary to devote our best dis- 
play space to its sale. It is not an 
impulse item. People who buy 
come in either as a result of ad- 
vertising and know what they 
want, or have been contacted and 
have been asked to come in.” 

However, on an average of ev- 
ery three months, the company de- 
votes one display window to the 
two roofing lines for about two 
weeks. This helps to remind any 
passersby who do not see the com- 
pany’s advertising that roofing is 
available. But the line does not 
have to be kept in valuable display 
space in order to sell it, and that 
is important, Lewis finds. 


. 


Competing for 
Power Mower Sales? 
(Continued from page 40) 


“A reconditioned quality mow- 
er may cost us a $15 allowance, 
$15 reconditioning, and if it 
brings $45 in resale, it has been 
worthwhile,” Yeatman said, indi- 
cating some 150 trades were taken 
during a season. “We keep a de- 
tailed record of reconditioning 
costs on price mowers in labor 
and parts, and have proved to 
ourselves that a cheap mower that 
is ‘shot’ is too costly to recondi- 
tion.” 

Yeatman’s pointed to other ad- 
vantages in handling quality mow- 
ers. 

“If you are carrying a quality 
mower, you will not only benefit 
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THE U.S. TREASURY SALUTES 
THE PEOPLE IN THE STEEL INDUSTRY 


—Wwho buy Savings Bonds and strengthen America’s Peace Power 


Men and women who earn their living in the steel industry 
can take great pride in knowing that their crafts and skills 
contribute, through raw material supplies, to nearly every 
other great industry in the United States. They can also 
be proud of the help thousands upon thousands of them 
are giving to America’s Peace Power through the pur- 
chase of U.S. Savings Bonds. 

Through regular purchase of Shares in America, these 
thrift-conscious people are reinforcing their own security 
after retirement, and establishing current reserves for such 
worthwhile family projects as new homes, education and 
travel. 

If your company has not put in a Payroll Savings Plan 
thus far, you can start immediately. Just telephone your 


State Savings Bonds Dires tor and accept the help he wants J. K. Thomson is shown here ot his work in one of the great steel 
milis of this country. Like thousands of his fellow craftsmen, Mr. 
Thomson is making regular use of his company Payroll Savings Plan 
Treasury Department, Washington, D.C. to contribute to the Peace Power of his country. 


to give you. Or write to Savings Bonds Division, U.S, 
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THE U.S. GOVERNMENT DOES NOT PAY FOR THIS ADVERTISEMENT. THE TREASURY DEPARTMENT THANKS, FOR THEIR PATRIOTISM, THE ADVERTISING COUNCIL AND THE DONOR ABOVE 


SOUTHERN HARDWARE for JUNE, 1959 For more information use Handy Return Card, Page 53 67 











e = etcoie > + a = e 
® 
ry ° . 7 


SELF-SERVICE DISPLAY MERCHANDISERS .. . 
Attractive Reel DISPLAY UNIT. Cutter attached. 
“Blue Temper’ MERCHANDISER, two-way display 
for counter or aisle, in one square foot of space. 
CAM-PAILS—footage pack—all-steel, water-resistant. 


STRATEGICALLY LOCATED WAREHOUSES... 
Assure you prompt delivery and service. Back-up 
stocks are maintained in a nation-wide network of 
warehouses. 


“BLUE TEMPER" PRE-CUT PACKAGED CHAIN— 
exclusive .. . Rich blue color . . . tempered right into 
the chain itself. Proof Coil Chain—3/16", 1/4", 5/16", 
3/8"—pre-cut to lengths of 10’, 15’, 20’, 50’ and 
100’; pre-packed for self-service display; clean—no 
more dirty handling; labeled for instant identification 
of grade and size. 


NEW “HALL-MARK" CHAIN— permanently identified 
. . . BY MAKE—the Campbell “‘C” in relief on every 
other link. BY GRADE—the grade mark is on alternat- 
ing links. BY 5’ INTERVALS— marked and color-coded 
for quick, exact measurement. 





“MEASURE-MARK" CHAIN— originally introduced 
by Campbell . . . Marked exactly every 5 feet. . . for 
quick, accurate measurement. Color-coded for instant 
identification of chain grade. Inventory labels are 
color-coded, too. Green—Proof Coil; Red—BBB; Blue 
—High Test; Orange—Cam-Alloy. 





The complete Campbell line includes welded and weldless chain in every size and grade. 
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from good national advertising 
Sut manufacturer and _ supplier 
will go along with you on coopera- 
tive advertising,’ he commented. 

Yeatman’s displays one of each 
f 15 models on the sales floor, 
me or two in the window, and 
about 10 in sidewalk displays. 
Stocking 125 mowers at the open- 
ing of the season, Yeatman’s re- 
orders weekly. Sending a tenta- 
tive order in November, Yeat- 
man’s firms up its order in De- 
cember, and mowers are shipped 
in January. A large assortment of 
parts is stocked but not in depth 
since distributors are in nearby 
Washington and Alexandria. 

“To the hardware dealer who 
feels he is all but licked by com- 
petitors carrying the price lines, 
I would say stocking a quality 
mower is the answer, a mower! 
that gives the customer no cause 
to complain. You’ve got personal 
service, know-how and delivery 
on your side, and also a growing 
public awareness that a power! 
mower is not an item you buy in 
a bag, sight unseen, that anybody 
can assemble and operate.” 
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“Recommendation Service" 
Is Building Good Will 


(Continued from page 43) 


wanted window, etc. By simply in- 
viting anyone interested in doing 
this kind of work to register with 
us, We operate as a ‘clearing house’ 
which simplifies things for the 
home-owners and artisans them- 
selves.” 

Since the service began, the Ala- 
bama hardware store has compiled 
a list of some 75 people in variou 
fields, all of whom are available 
for the type of work which the 
purchaser of a home, new or in 


need of remodeling, is likely to 
need. Some idea of how well the 
“recommendation service” has 


worked out may be seen from the 
fact that every single listing shows 
where several jobs have been car- 
ried out, and in some Cases, a sin- 
gle home-owner has been served 
as Many as six or seven times 
Parker-Sledge Hardware Co. 
benefits from several standpoints 
through its “recommendation serv- 
ice.”” For one thing the store’s paint 
volume has increased steadily 
Both home-owners, taking advant- 
age of the service, and commercial 
painters, in appreciation of pros- 
pects turned over by Parker- 
Sledge, buy paint in large quan- 





Swing-a-way has everything you want! 


The quality you want: SWING-A-WAY is rated first in quality and value by America’s 
foremost testing laboratory. The style you want: SWING-A-WAY is as fresh as to- 
morrow... today. Dramatic, clean-line styling assures sales success. The price you want: 
SWING-A-WAY is priced right for fast turnover. It's the worth-more product that costs 
less. The protection you want: SWING-A-WAY is backed by a 5-year guarantee that 
protects both your customers and you. Why not put these selling advantages to work? 
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MAGNETIC CAN OPENER from $3.49 
AUTOMATIC CAN OPENER from $4.49 


TABLE ICE CRUSHER from $9.95 
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PORTABLE CAN OPENER from $1.98 
PORTABLE KNIFE SHARPENER $1.98 CABINET CAN OPENER $9.95 
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from CAN OPENER from $1.98 


ICE BUCKET $7.95 07.96 




















BOOST SUMMER SALES 
WITH THESE PORTABLES! 


AUTOMATIC ELECTRIC CAN OPENER AND KNIFE SHARPENER $27.95 


SWING-A-WAY MANUFACTURING CO., 4100 BECK AVE., ST. LOUIS 16, MO. + IN CANADA: FOX AGENCIES, PORT CREDIT, ONT. 
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tities. In several instances painting 
contractors have bought all the 
paint necessary for large remodel- 
ing jobs from the store. Similarly, 
even small job repairmen who 
have depended upon Parker- 
Sledge to supply prospects for var- 
ious types of repair work can be 
depended upon to buy tools, build- 
ers hardware, and other materials. 
“We have a lot of regular custom- 
ers on the books who were origin- 
ally attracted through just this pro- 
gram,” according to store manage- 
ment. 


o 


Winning the “DIYs” 
Through Extra Services 
(Continued from page 46) 


ready for the job, how to prepare 
the surface to be covered, how to 
thoroughly stir the paint, mix the 
thinner, etc.” 

These suggestions are, of course, 
quite elementary. But they have 
made numerous new buyers per- 
manent customers, not only for 
paint, but for everything in the 
home improvement line. 

Sometimes a first-time paint 
buyer comes back complaining that 
the canned elegance Schmitt sold 
him was no good. “Most of the 
time such a complaint means that 
the user failed to stir it properly 
despite the instructions I had giv- 
en him at time of sale,” Schmitt 
said. “I always appease him by 
putting on a painting demonstra- 
tion right there in the store with 
the very same paint he had been 
using and out of the same can. I 
stir it well before his eyes and give 
it anything else it needs. Then I 
apply it to some convenient sur- 
face to show how fine he can make 
it look if he follows the right prac- 
tice. That usually settles the mat- 
ter and I keep his good will.” 

This good will practice is chiefly 
the method by which Cumberland 
built its trade. Back in the early 
days of its history many paints had 
to be mixed by the user to get the 
exact color or tint needed. Here is 
where Schmitt’s suggestions paid 
off big. After selling the customer 
he helped him do the mixing right 
there in the store, Today most of 
the colors and tints come in ready- 
mixed form, 

However, there are plenty of op- 
portunities to help the buyer 
achieve the pleasing effect that he 
desires in his home. For example, 
Schmitt will visit the home, if 
necessary, to help him choose an 
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SHOW 
CERAMIC 
KNOBS 
FOR 
ADDED 
PROFIT! 


Yale Ceramic knob sales increased 
123°, in the past year. And why not? 
These hand-painted designs won't rust, 
fade, tarnish—are easy to clean. 
Gleaming durable ceramic enhances 
furniture, kitchens, baths. 








Dealers like it because Yale Ceramic 
Hardware is hot! Yale Ceramic Hard- 
ware is a fast moving, high-profit 
item, needs little shelf space. 





To request FREE decorated sample 
and full color catalog, mail coupon 
today with your letterhead. 
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The Yale & Towne Mfg. Co. 
Ceramic Department C 
405 Lexington Avenue 

New York 17, N. Y. 





Please ship me absolutely free, one decorated Yale Ceramic 
Knob plus a full color catalog showing the entire ine 


NAME 
FIRM 


ADDRESS 


“YALE & TOWNE 
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‘BELLS 
THAT 
SELL 


Assortment 


A COMPLETE 
BELL DEPARTMENT 


28 Bells with FREE DISPLAY 


Dealer Cost $11.95 
Retails For $19.78 













SCHOOL BELLS 
PATIO BELLS 
BRASS HAND BELLS 
TEA BELLS CALL BELLS 
COW BELLS 









VIN BROS. 
MFG. COMPANY, East Hampton, Conn. 
Sales Representatives 
JOHN H. GRAHAM & CO. INC. 
105 Duane Street, New York 8, N. Y. 








Bevin Bros. Mig. Company | 
| 105 Ovene Street, New York 8, New York 

Please send me more information on the | 
| No. 1200 ‘Bells that Sell’ Assortment. | 
| Nome — —— | 
| Address - — - _ | 
| Company . — 


Dan cers cee ees ey ee cee cee eee ee 
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interior woodwork finish that har- 
monizes with the furnishings and 
other surroundings. To this end he 
furnishes the home-owner a free 
attractive color harmony book 
that he can study at his leisure 
and make his decorating plans. 

In order to help the customer 
still further Schmitt finds it im- 
portant to keep a few tools and 
gadgets for rent. These include a 
floor sander that he rents for $1 a 
24-hour period; a floor polisher at 
$1; post hole digger at 25 cents: 
a fertilizer spreader at 50 cents: 
and shovel at 25 cents, 

The rental trade at these prices 
isn’t very profitable within itself 
but it helps to sell many related 
items. Along with the floor pol- 
isher, for example, he usually sells 
floor waxes; the sander requires 
many sheets of sand paper, floo- 
dressing items, etc. Then again 
many home-owners are brought to 
the store for the first time because 
of the opportunity to rent the tool 
they desperately need at the time. 
Once started, Schmitt has a chance 
to hold them permanently. 

“Sometimes I even find a cus- 
tomer who doesn’t own a wrench,” 
Schmitt said, “and doesn’t want to 
buy one. In that case I’ll rent him 
one for 25 cents a day. This is es- 
pecially true as to pipe wrenches 
which I rent quite frequently. If 
the customer is buying a lot of 
supplies at the time, or is a pretty 
regular customer here, I merely 
lend him a pipe wrench without 
charge.” 

And speaking of pipe wrenches, 
Schmitt has obtained many regu- 
lar customers through helping the 
do-it-yourselfer with his plumb- 
ing problems. A woman comes in 
and asks him how to get a leaky 
faucet fixed without paying a stiff 
plumbing bill. He lets her have a 
wrench, shows her how to un- 
screw the faucet and insert a new 
washer. 

He tells others how to take off 
a sink trap to unstop it, how to 
protect pipe against freezing, etc. 
He doesn’t give any pipe threading 
service or suggestions, but he 
keeps already-threaded Pipe pieces 
of practically every needed length. 

Schmitt feels that it is not only 
important for the store manager to 
help inexperienced home remodel- 
ers with their problems but to keep 
one or two salesmen who can do 
the same thing. He says his head 
salesman, W. S. Walker, is an ex- 
perienced authority on home im- 
provements and repairs. Walker 
has been with Cumberland Hard- 


ware Co. for 20 years and he is 
responsible for much of its present 
trade volume, Schmitt states. 


* 


N. C. Dealer Evaluates 
Shopping Center Location 
(Continued from page 48) 


downtown, both parties in many 
cases having known each other for 
years. 

Inclement weather stimulates 
rather than discourages shopping 
center customers. In the Village 
they are protected by a lighted 
canopy or arcade which extends 
from the store door to the parking 
area, so they don’t hesitate to go 
out in the rain or snow. 

The store benefits by co-opera- 
tive advertising and promotion 
which makes it proportionately 
less expensive for the individual 
merchant. Thus the Village is able 
to participate in full-page ads, 
group sales, setting up of flags and 
banners for 10 trade events a year 
sponsored by the Cameron Village 
Business and Professional Asso- 
ciates. 

Offsetting these benefits, how- 
ever, are several aspects which 
give a less rosy side to the pic- 
ture. For instance, there is much 
wasted time in leisurely shopping. 
Since there is more display room, 
it is necessary to have a larger 
staff which in turn means a great- 
er turnover of help. 

Other disadvantages, 
summarized, are: 

(1) A lot of people have been 
in the habit for years of patroniz- 
ing the downtown stores and it’s 
difficult to orient them to the cen- 
ters. 

(2) Many people dislike one- 
store shopping. They prefer to visit 
several places for comparison buy- 
ing and for that reason visit the 
many downtown stores where they 
can wander around from place to 
place. 

(3) Shopping center patronage 
is confined largely to the imme- 
diate area, which means that 
growth may be restricted or slow- 
er as compared to locations ex- 
posed to heavier passing traffic. 

(4) Rents are inclined to be 
proportionately higher than city 
locations which can afford greater 
freedom of selection. In this in- 
stance Village’s lease requires it 
to guarantee five percent of the 
gross after sales tax. (Editor’s 
note: In many areas independent 
dealers are being discouraged from 


briefly 
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Shining Example: 


How Sheffield 
Helps You 
Sell Nails 


warehouse in Kansas City, Kans. The nails were specified for use with 


Over 900 Ibs. of Sheffield ring shank stainless steel nails were used in 
this 104,000 sq. ft. Long Bell Division, International Paper Company SHEFFIELQ 
the high density overlaid plywood. ” 


Drive Screw and 
Stainless steel nails are not “‘everyday merchandise’’, of course — Shef- _ 
field makes them on special order only. But the builder got the im- Ring Shank 
mediate delivery he requested. That was because, for any type of nails, 
Sheffield is geared to provide just about any requirement — and has 
superior facilities to meet any demand. 


Actually, many types of nails are now available largely because Shef- 
field pioneered them. For example, Sheffield Drive-Screw and Ring- 
Shank nails are now making history in the construction industry. 
They’re making possible new economies in construction, plus big re- 
ductions in long-term maintenance costs. 


You have a ready, eager-to-buy market for these nails with the greater 
holding power— from do-it-yourselfers to contractors, farmers, and 
others in building and fabricating. Make your store Sheffield “Nail 
Headquarters!”’ Stock and display a wide variety of Sheffield nails 
now. 








SHEFFIELD DIVISION 





ARMCO STEEL CORPORATION 


OTHER DIVISIONS AND SUBSIDIARIES: Armco Division + The National Supply Company + Armco Drainage & Metal 
Products, Inc. « The Armco International Corporation + Union Wire Rope Corporation + Southwest Steel Products 
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opening in shopping centers be- 
cause of the high rental arrange- 
ments.) 

“But regardless of how one looks 
at it,” Hackney states, “there is no 
doubt that shopping centers will 
increase in scope and variety of 
merchandising appeal in the next 
few years, and that hardware 
stores will be considered as inte- 
gral a part of their setup as other 
establishments patronized by the 


motorist customer.” 
* 


Cosco Appoints 
New Distributor 


HAMILTON Cosco, Inc., Colum- 
bus, Ind., announces the appoint- 
ment of Virginia-Carolina Hard- 
ware Co., Inc., Richmond, Va., as 
a new distributor. The announce- 
ment was made by Arthur F. Kim- 
berley, sales manager of the Cosco 
Household Division. 


Bert J. Clark, Industry 
Representative, Dies 

Bert J. CLARK, founder and 
president of the Bert J. Clark Co., 
manufacturers’ representatives in 


Kansas City, Mo., passed away 
April 17 at the age of 61. Mr. Clark 
had suffered a heart ailment for 
several years. 

The board of directors has 
elected A. R. Murphy to succeed 
Mr. Clark as president and treas- 
urer. Claude E. Stone was elected 
secretary. 


John O. Doxsee Co. 
Recently Formed 


JOHN O. DOXSEE announces the 
establishment of The John O. 
Doxsee Co., 5211 West 65th Place, 
Mission, Kansas, as manufacturers’ 
representatives covering the states 
of Iowa, Nebraska, Kansas, and 
Missouri. 

Doxsee previously had been as- 
sociated with the Bert J. Clark Co. 
for 12 years. 


° 


Grill Manufacturers Map 

Promotional Campaign 
THE BOARD OF directors of the 

Charcoal Grill Manufacturers As- 


sociation has announced an in- 


dustry wide program designed to 
broaden markets for charcoal grill 
equipment. 

Promotions will include exhib- 
its at top trade shows and prep- 
aration of material on outdoor 
cooking for leading home and 
garden magazines. A consumer 
manual is being considered. 

The association, organized last 
summer as an autonomous prod- 
uct division of the Institute of 
Appliance Manufacturers, elected 
the following officers and di- 
rectors at meetings in January and 
February: president, E. Wade 
Busby, national sales manager, 
Big Boy Manufacturing Co., Inc.; 
vice-president, L. O. Morin, Jr., 
executive vice - president of 
Chattanooga Royal Co.; treasurer, 
Gordon B. Sutton, director of 
sales, Furniture and Housewares 
Division, Arvin Industries, Inc. 
Other directors are J. D. Brown, 
president, Poloron Products, Inc.; 
David Kamenstein, president, 
Kamkap, Inc.; and W. C. Neu- 
mann, general sales manager, 
Union Steel Products Co 

Vincent W. Veno of the Insti- 
tute’s staff was elected to serve 
as secretary of the association 
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Myers OLY MPI AN PUMPS 


Here's The All New | 


OLYMPIAN 


’ 


~ / 


Leadership Performance Full Value Pricing 
Advanced Engineering Tailored Selection 


More « Merchandising aids. The only profit tested complete dealer sales 
program in the pump industry . . . and IT’S FREE. Posters, mailers, 
displays, truck and window decals, metal signs, newspaper mats and 
many others, PLUS an attractive 3 dimensional authorized Myers 

M pump dealer plaque with your own name. 

Or6 oe 


Advertising. Year ’round Co-op ad help. Myers further backs your 
own promotional efforts with a sensible national and regional 
consumer advertising program. Myers’ advertising goes after pump 
prospects, not coupon clippers. We pass these consumer prospects 
on to you immediately for a fast closing sale. Myers’ advertising sells 
customers on the idea that doing business with an AUTHORIZED 

M MYERS PUMP DEALER is mighty good business. 

OF6 .. 


Products. Myers gives you a new line of OLYMPIAN jet pumps, 
competitively priced, easy to sell and easy to install. Compare Myers 
OLYMPIAN jet pump performance, quality and price with any other 
jet pump on the market today. 


To be first in Pump Sales in your community . . . join the team that's first in the 
Pump industry. Go with Myers for increased pump sales . . . better pump profits. 


The F. E. Myers & Bro. Co. Myers 


ASHLAND, OHIO KITCHENER, ONTARIO 
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DEALER SALES AIDS 


For more information on these sales 
aids use the free post card on page 53 


Hand Tool Display 


A free display for use on counter 
or peg board to display hand tools is 
offered by O. Ames Co., Parkers- 
burg, W. Va. The assortment of hand 
tools consists of six each of popular 
numbers. 


The tools have burntcote handles 
and high lustre chrome plated heads. 
A self service panel identifies tool 
and catalog number. 

Assortment catalog No. 19920. Re- 
tail price: 99 cents. For more infor- 
mation— 

Write in No, Ml on card, Pg. 53 


Water Systems Loan 


A consumer time payment plan, 
built around the theme, “Water To- 
day—up to 3 years to pay,” has been 
announced by the Tait Manufactur- 
ing Co., Dayton, Ohio. 

Dealers are supplied with a com- 
plete merchandising kit, which in- 
cludes a 20-page booklet on “How to 
Increase Your Home Improvement 
Sales,” point-of-purchase displays, 
and the simple forms necessary for 
processing the loans. 

The dealer is not involved in mak- 


76 


ing the loan and is not responsible 
for collections or follow-up, the 
company states, as the loan itself is 
made through a nationally-known 
payment protection plan which deals 
exclusively with FHA Title I loans. 
For more information— 
Write in No. M2 on card, Pg. 53 


Washing Machine Hose 


The Washing Machine Accessory 
Super Mart is offered by Swan Rub- 


Ry ) 


Meet 


ber Co., Bucyrus, Ohio. The mer- 
chandiser is printed in maroon and 
yellow and features a utility hose, 
drain hose, master water mixer, and 
high pressure inlet hose on the front 
to permit self-service by the cus- 
tomer. 

The merchandiser is given to the 
retailer with every $49.06 package 
assortment of washing machine hose 
and accessories. For more informa- 
tion— 

Write in No. M3 on card, Pg. 53 


Flashlights and Batteries 


Ray-O-Vac Co., Madison 10, Wis., 
has added the M107 to its line of 
portable lighting departments. The 
permanent store fixture requires a 
space of 30 by 16 inches and the as- 


a; 


ne Oi 
Court: 
Foxe 


sortment of Ray-O-Vac flashlights, 
lanterns, and batteries is a balanced 
stock, 

All of the quantities on the dif- 
ferent model Sportsman, Woodsman, 
Magnet, Sentry, and Heavy Duty 
Flashlights are in ones, twos, threes, 
fours, and sixes, except for 12 of the 
Imperial 98 cent promotional light. 
The batteries are the popular sizes 
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WHY TRY TO 
“TIE TOGETHER” 
A LINE?... 


= Mest” 

















ASPHALT 
TILE 
CEMENT 


Contractors and layers “stick” with Consumers Asphalt Tile 
cement because it requires no priming, has a high quality 
asphalt emulsion and is ready to use on concrete or wood 
(above or below grade). No fire hazard. Spreads 200 sq 


RUBBER 
TILE CEMENT 


Here is a rubber tile cement with a 
fast tack, slow setting, tight, perma- 
nent bond. Cannot injure or warp _ 


tile. Spreads 150 sq. ft. per 


Ever figure what it really costs to “wrap up” a 
sale? The more brands of sporting goods you 
carry, the higher your costs. So, why not save? 
Stock and sell the one complete line of sporting 
equipment your customers know . . . Draper- 
Maynard, You reduce inventory headaches, brand 
st eckas nection oe confusion, duplication of orders and effort, and 
, rubber, vinyl asbestos paperwork. In their place you get a complete 
floor tiles. Sturdily con- : 5 ’ 
structed frome with grodu- line, quick delivery, faster turnover and higher 
ated rule, Cuts 9 inch tile, profits. Get the full story. Write today for com- 


yet weighs only 5% Ibs. ; 
Priced competitively. plete information, catalogs and name of your 


i : nearest Draper-Maynard wholesaler 
Ounce you try Conaumens ysu Ul stich with Consumers 


CONSUMERS GLUE CO. | | seo. oe “* acnnes 


Pioneers in Floor and Wall Adhesives - 
ani hia . ST. LOUIS 6, MO. 





4861 Spring Grove Ave. * Cincinnati 32, Ohio 
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of flashlight cells, plus four each 
of the six volt lantern battery and 
the Sportsman lantern battery. 

The cost of the fixture is $60 and 
this price is more than offset by 
$76.80 worth of 2LP batteries that are 
included free, the company states. 

The Ray-O-Vac M-107 Portable 
Lighting Headquarters Department 
complete costs $198.99 and brings the 
dealer back $290.04, according to the 
company. For more information— 

Write in No. M4 on card, Pg. 53 


Tackle Display Kit 


The Shakespeare Co., Kalamazoo, 


WONDERCAST 





TAKE THE ROYAL ROAD TO BIGGER PROFITS IN YOUR 


| on gd ey.) Be) a a a 


Stock and display the four big Royal lines of electrical supplies. 
They’re priced and packaged to sell . . . known and respected every- 
where . . . ready to give you new volume, fast turnover, top profits! 


See your wholesaler now . . . or write us for details. 


ROYAL ELECTRIC CORPORATION, 


PAWTUCKET, RHODE ISLAND 


ROYAL ruses 
<lax~ 
——— 


CORD SETS & EXTENSIONS 


ROYAL wirRinG DEVICES 


e § 





ELECTRIC TT ri} 
«+e GN associate of — | 
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Mich., is providing tackle dealers with 
a display kit at no charge upon deal- 
er order of its 1959 demonstration 
tackle outfit, the No. 59X. The dem- 
onstration tackle, featuring the new 
level-wind No. 1794 Push-Button 
WonderCast reel and the No. 1579L- 
60” Spin ’R Cast Wonderod, is pre- 
packaged for parcel post shipment 
along with an array of material which 
is free with this particular demon- 
stration tackle. 

The main display piece in the kit 
is the colorful counter merchandiser. 
The “Day-Glo” display is a 2-piece 
unit of wood, wire, and plastic. Also 
included in the 59X promotion kit 
is 4-color lithographed window dis- 
play material, counter catalogs, hand- 
out literature, news mats, and 3-color 
“Day-Glo” headquarter-type window 
banners. 

The only cost is the regular charge 
for the demonstration tackle outfit 
consisting of the No. 1794 Wonder- 
Cast reel, $22.95; the 2-piece No. 
1579L-6’0” Wonderod, $17.95; and the 
plug, 35 cents; the combined list of 
items is $41.25. For more informa- 
tlon— 

Write in No. M5 on card, Pg. 53 





PRINTED HELPS 


and other sales aids 





The Acme Shear Co., Advertising 
Dept., 100 Hicks St., Bridgeport, 
Conn., is offering free to dealers mats 
for their local newspaper advertising 
on Kleencut Scissors and Shears. A 
four-page folder showing the 28 mats 
with a postage paid return order card 
is available upon request. For more 
information— 

Write in No. M6 on card, Pg. 53 


The Wood Shovel and Tool Co., 
Piqua, Ohio, offers to dealers a bro- 
chure and a proof sheet on advertis- 
ing mats which are available free of 
charge. A self-mailer on the com- 
pany’s Jet-Lite line of shovels, spades 
and scoops can be used by the whole- 
saler and the dealer alike and is 
available in any quantity upon re- 
quest. A floor type shovel rack which 
provides a great degree of flexibility 
inasmuch as it can be moved from 
one part of the store to another and 
which displays six or more shovels, 
spades and scoops is made available 
at a small extra cost. Also at modest 
cost, the company offers three mer- 
chandiser and display rack deals for 
shovel and steel goods. For more in- 
formation— 

Write in No. M7 on card, Pg. 53 


Nixdorff-Krein Manufacturing Co., 
916 Howard St., St. Louis 6, Mo., has 
available the Merchaindiser Display 
Rack which holds eight of the com- 
pany’s fastest selling types and sizes 











Is your 
future 
frozen 
in? 


for luxury sportswear 
at popular prices! 


> ROOM TO GROW 
| 4 U.S. ROYAL 


#771) HUNTING CAP 


U.S. Rubber gives you full “major” support with 
unlimited room to grow. Only U.S. provides a com- 
plete line of quality products with brand acceptance. 


vii PLUS the pre-selling power of original equipment. 
* TING COAT . ” . 
a ae PLUS “Room to Grow”—no factory store competition 
to hem you in. 


Think these facts over —then call your jobber and put 
in a complete stock of Royals. 


*774 JONES STYLE 
WUNTING CAP 
#1762 SHELL VEST 


. 
United 
we a States 
Selling Bicycle Tires Rubber 


Shown here are the U.S. Royal 

Chain, U.S. Royal Middle- CYCLE TIRE DEPARTMENT 
weight ond the U.S. Royal 349 East Georgie Street 
Lightweight. All greot tires! indionapolis 6, indiene 


e176) AUXMIARY GAME BAG 
#1770 DEER HUNTING VEST #1663 NEW RANCHO COAT een tleell Eel elie ee 


United States Rubber, Cycle Tire Department 


j 549 East Georgia Street, Indianapolis 6, Indiana 


=e 


You con't buy batter +s Write for S 
. | ~ 
to save YOu" a free literature LO 


Tell me more about the U.S. Royo! deoler plar 





Address 


i Nome 


THE AMERICAN PAD & TEXTILE CO. 
SPORTSWEAR DIVISION ee ey 
GREENFIELD, OHIO ome oe eo ed 
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Salt-Spray 


. . . that overcomes 
Sales Resistance 
that’s 


Yk , 


. the new wonder screening that 
defies corrosive effects of salt spray, 
smog and smoke. Made from an im- 
proved vinyl-clad aluminum wire. 


Tests by an impartial laboratory has 
proved VINALUME'’s superior re- 
sistance. Customers go for VINA- 
LUME'’s lightness and easy handling, 
too. 


For Record Sales 
go all-out for OPAL! 


The OPAL line is the complete and 
Straight-forward line. No confusing 
names to remember . . . no hokus- 
pokus . . . just Opal Aluminum, 
Opal Galvanized, Opal Bright or 
Antique Bronze, and Opal Vinalume. 
And you can be sure OPAL backs 
you up with carefully planned pro- 
motion. If your jobber can’t give 
you full details, write to us NOW! 
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of chain with a built-in chain cutter. 
The reels have square holes to pre- 
vent chain from running out on the 
floor. The display has a spare rack 
for extra stock and has a tubular 
steel frame with no sharp edges. For 
more information— 
Write in No. M8 on card, Pg. 53 


Campbell Chain Co., York, Pa., of- 
fers the following display units: The 
compact Chain Reel Display Unit, 
which has bins for accessories at the 
top and a chain cutter attached, re- 
quires less than two square feet of 
floor space. It has a blue and yellow 
baked finish; is 5334” high, 20%” in- 
side, 21%” deep. The Proof Coil 
Chain Merchandiser which requires 
only one square foot of counter or 
floor space; shipped pre-assembled. 
Unit is 24” high when used for 
counter display; stands 39” high when 
used as a floor unit. Blue Temper 
Proof Coil] Chain Assortment consists 
of 3/16” and %” chain in 10’, 15’, and 
20’ lengths; 5/16” chain in 10’ and 15’ 
lengths. For more information— 

Write in No, M9 on card, Pg. 53 


Moore Push-Pin Co., 113-25 Berk- 
ley St., Philadelphia 44, Pa., offers a 
counter display stand, the Moore 
720B, which holds 72 “serve-your- 
self” window packets of Moore pic- 
ture hangers. All metal, the revolving 
display is 1034” high, with a 9” diam- 
eter base. For more information— 

Write in No. M10 on card, Pg. 53 


S. G. Taylor Chain Co., Inc., Ham- 
mond, Ind., and Pittsburgh, Pa., of- 
fers dealers a chain display stand 
with long - leverage chain cutter. 
When holding its maximum seven 
reels, it serves as a chain department 
in itself, occupying less than two 
square feet of floor space. For more 
information— 

Write in No. M11 on card, Pg. 53 


The Edwin H. Fitler Co., Philadel- 
phia 24, Pa., offers the following sales 
aids: (1) Octagonal Display and Dis- 
penser Boxes for 3/16” dia. up to and 
including 34” dia. sizes both Manila 
and sisal rope, (2) Filter measured 
rope marked at intervals of 5’. Avail- 
able on request in Filter Octags only 
in sizes 4%”, 5/16”, %%”, and %” 
diameters. (3) A wire rack requiring 
20” x 30” floor space for displaying 
and dispensing three sizes of rope—a 
small charge made for this rack when 
ordered with 300 lbs. or more of rope. 
(4) “Take-Along” coils of Fitler Ma- 
nila rope. 50’ and 100’ individual coils 
wrapped in polyethylene for self- 
service selling from Dispenser Rack. 
The rack, on rollers, is furnished free 
when a complete group is ordered. 
Delivered in 300 lb. lots (order may 
be combined with other Manila rope). 
(5) The No. 57 Rope Merchandiser, 
5442” x 441%” x 2314”, will hold six 
full Octags or six full reels of rope or 
a combination of both. Rope feeds 
through guides to a measuring device 
and cutter. (6) Fitler bright yellow 





polyethylene (braided or laid con- 
struction) or Fitler Manila Water Ski 
Tow Ropes—available with single or 
double handles, packaged in re- 
usable polyethlyene bags, vinyl-cov- 
ered handles for a better grip — 10 
units to a master shipping carton. To 
all dealers handling Fitler brand 
Manila rope, Fitler will furnish, on 
request, metal signs for counter or 
wall use. For more information— 
Write in No. M12 on card, Pg. 53 


The Ruberoid Co., 500 Fifth Ave., 
New York 36, New York, manufac- 
turers of building products, offers a 
wide selection of envelope stuffers, 
window display material, counter dis- 
plays, and special store displays in 
numerous sizes, colors, and materials. 
These include a 6-tier wire rack dis- 
play for asbestos siding, rigid mode? 
boards, etc.; a two-piece metal en- 
trance doorway sign; and a truck 
sign. Also included are a number of 
colorful counter displays. For more 
information— 

Write in No. M13 on card, Pg. 53 


Columbus Plastic Products, Inc., 
Columbus, Ohio, offers a series of ad 
material for 1959 to merchandise its 
Lustro-Ware plastic housewares. Ads 
are illustrated, same size, on a 12- 
page newsprint folder. The mat 
service folder includes over 75 ads 
ranging from small one-column 
drop-in spots one and two inches 
deep to larger 2-, 3-, 4- and 5-column 
display ads. Individual reproductions 
of over 200 items in the Lustro-Ware 
line are supplied also in mat or re- 
productive proof form for special 
promotional use. All materials, mats 
of ads, etc., along with point-of-pur- 
chase display material, are supplied 
free. For more information— 

Write in No. M14 on card, Pg. 53 


Hanson Scale Co., 1777 Shermer 
Rd., Northbrook, IIL, offers a versa- 
tile point of purchase display stand 
for its line of personal scales. The 
stand, No. D-108, is in the form of a 
wire bracket and can be used as a 
counter or window display, or hung 
on peg board. It is 16” high by 11” 
wide. For more information— 

Write in No. M15 on card, Pg. 53 


Wickwire Brothers, Inc., Cortland, 
N. Y., offers for dealer use a mer- 
chandising kit containing colorful 
posters and folders promoting the 
company’s line of wire products. Ex- 
tra posters for windows and folders 
for counter give-aways and envelope 
stuffers are available in addition to 
ad mats of company products. For 
more information 

Write in No, M16 on card, Pg. 53 





Langley Corp., 310 Euclid Ave., 
San Diego 12, Calif., is offering a 
17” x 20” display banner free to all 
dealers. Printed in bright green and 
black on a fringed white satin back- 
ground, the banner features the sym- 
bolic Langley sea-lion. Pressure-sen- 
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MARK 
WELL CAPS 


— 
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I 4 


For Submeraible F 


The MARK Well Caps provide a 
perfect seal for every type of well 
and for every need. High quality 
rubber packer expands to make a 
perfect seal. Bolts are cadmium- 
plated for long life and the cap is 

UNCAPPED—an open in- divided for easy installation. 

vitation to the dangers of Every well owner needs and 

filth and surfacedrainoge. should have the top of his well 
capped in order to protect the 
water against outside drainage, 
falling debris, leaves and deadly 
germs... all of which create 
polution. 

Install MARK Well Caps and 
be safe! Avoid costly call-backs 
by giving your customers the best 
protection available anywhere. 


CAPPED—Protects water Health codes in many states insist upon 
from polution from out- this sanitary method of sealing the top 
side elements. Safe and of the well. MARK Well Caps meet all 
health specifications. 


sanitary always! 


715 invite you... 


to the largest mid-year exhibit in 
the industry's history... 


ea, 


More of everything—Products, People, Plans — 
to help you boost your 
housewares business 


ze 


ATLANTIC Bry 
CONVENTION .HALI 


Industry-sponsored for the Nation's Housewares Manufacturers 
and Buyers by the 
NATIONAL HOUSEWARES 
MANUFACTURERS ASSOCIATION 


(Incorporated not-for-profit) 


CLAYTON MARK « COMPANY 


1900 Dempster Avenue ¢ Evanston, Illinois 1130 Merchandise Mart, Chicaco 54, Ill, 
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sitive adhesive backing at the top 
permits mounting of the banner to 
the wall behind the reel display. For 
more information— 

Write in No. M17 on card, Pg. 53 


Southern Screw Co., Statesville, N. 
C., offers the Wood Screw Actual 
Size Chart which is designed es- 
pecially for the hardware dealer with 
a customer who wants a wood screw 
“just about this size.” The chart 
illustrates the actual size of wood 
screws in lengths from 3/16” to 6” 
and #0 to #24 diameters. Also il- 
lustrated are driver types and head 
styles with materials and finishes 
listed. The chart is printed on glossy 


stock. Dealers may obtain the chart 
without charge from their distributor 
—available through this source only. 
For more information— 

Write in No. M18 on card, Pg. 53 


Stanley Hardware, division of The 
Stanley Works, 195 Lake St., New 
Britian, Conn., announces new and 
improved merchandising features for 
its cabinet hardware, including 
visible packaging, and self-service 
displays. Available to dealers is the 
new C-2 pegboard display stand. 
Fifty-seven select items are now 
visually packed, mounted on yellow 
and black space-saving cards, on the 
back of which carry all customer 
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4 Solid bottom support between 
inside and outside bottom 


& Elimination of gutter in top 
body seam 


6 Reploceable, recessed chrome 
plated spigot 
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4 1 Die Made Lid for Pertoct Fit HORTON PORTABLE WATER COOLERS 


pack a value as big as all outdoors. 
That’s why demand is growing in every 
field — construction, oil, farming, truck- 
ing, sports, etc. Check these features: 
Strong, corrugated galvanized steel 
e Standard Dead Air or Heavy Duty 
Vermiculite Insulation © 
non-toxic inner coating ¢ Riveted, easy- 
grip handles * 1% gal. to 25 gal. cap. 
! © Available with stainless steel liner. 


HORTON...more cooler for the money! 


HORTON EQUIPMENT CO. 
P. O. Box 2611 © Houston 1, Texas 
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Purolining, 


See your hardware 
wholesaler or write: 





information: item name and number, 
suggested usage, proper application, 
finish, and materials. For more in- 
formation— 

Write in No. M19 on card, Pg. 53 


Moto-Mower, Inc., Richmond, Ind., 
offers its dealers a complete merchan- 
dising package. Included are window 
display materials, store banners and 
streamers, point-of-sale materials, 
mower stands, and colorful handle 
cards. In addition, a strong local 
advertising program including co- 
operative advertising is offered. For 
more information— 

Write in No. M20 on card, Pg. 53 


Stevens - Burt Co., Water Master 
Co. Division, New Brunswick, N. J., 
provides a colorful display card for 
its all-angle toilet plunger. The card 
carries an illustrated message and is 
fitted with two holes to slip on the 
yellow plunger handle. For more in- 
formation— 

Write in No. M21 on card, Pg. 53 


The Eclipse Lawn Mower Co., 
Prophetstown, IIl., announces that a 
direct mail broadside on Eclipse Wasp 
chain saws is being mailed free in 
quantities up to 500 for dealers or- 
dering two or more saws. The color- 
ful broadside opens up to 34” x 23”. 
Dealers wishing to use more than the 
500 free maximum may order addi- 
tional copies “in-the-mail” at a cost 
of two cents each. For more infor- 
mation— 

Write in No. M22 on card Pg, 53 


Style-Crafters, Inc., Greenville, S. 
C., offers a number of promotional 
materials free to dealers for the 
Aqua-Float line. Among these are 
full - color catalogs and bill stuffers, 
metal “Play-Safe” signs, window 
streamers, water-safety posters, wa- 
ter ski and safe boating instruction 
booklets, mailing folder on U.S.C.G. 
small boat regulations, counter dis- 
play cartons for Aqua-Float fenders 
and floats, glossy photos, newspaper 
mats, radio and TV spots, and pack- 
aging. A new aluminum floor display 
rack which holds a full 2-dozen as- 
sortment of the company’s various 
products and which features an 
enameled red, white, and blue double 
faced sign is also available. For more 
information— 

Write in No. M23 on card, Pg. 53 


Plymouth Cordage Co., Plymouth, 
Mass., offers dealers a wide range of 
promotional literature, colorful point- 
of-sale displays, and several rope dis- 
pensers. Literature includes pam- 
phlets on use of rope on farms, on 
boats and in industry. Dispensers in- 
clude the SalesRak which sells rope 
off the spool in any length up to 300’. 
The SalesMaker, available in counter 
or floor models, holds seven sizes of 
rope, which can be cut on dispenser 
to desired length. A cardboard dis- 
play occupying less than two feet of 
floor space is available for merchan- 








dising an assortment of ropes and 
twines. All sales aids are available 
through Plymouth wholesalers. For 
more information— 

Write in No. M24 on card, Pg. 53 


O. Ames Co., Parkersburg, W. Va., 
is offering a wide variety of ad mats 
on its full line of garden tools. Avail- 
able in one column size, the mats pro- 
vide generous space for imprint and 
price. A proof sheet showing avail- 
able mats is available upon request. 
For more information— 

Write in No. M25 on card, Pg. 53 


Crescent Tool Co., Jamestown, N. 
Y., has available displays for all the 
better selling items in its complete 
line of wrenches, pliers, screwdrivers, 
hacksaws, tinner’s snips, special line- 
man’s tools, etc. The display, 23 in 
all, can be mounted in units of one, 
two, four, six, 12 and 16 panels. Vari- 
ous fixtures are offered by the com- 
pany at a small cost. No charge is 
made for the display panels, they are 
billed at the cost of the tools on them. 
Stands to mount four, six, 12, and 16 
panels are available at low cost. 
Crescent also has display cards avail- 
able at no cost. For more informa- 
tion— 

Write in No. M26 on card, Pg. 53 


Heineke & Co., Springfield, II1., of- 
fers Excello mower dealers a special 
demonstration package featuring the 


Model 271, 21” rotary with “Excello- 
matic” start-run-stop fingertip con- 
trol. With each single purchase of any 
assortment of six power mowers by a 
dealer, the company will ship, freight 
prepaid, one Model 271 at a special 
low price, with a kit of sales aids, 
free of charge, consisting of the fol- 
lowing: display stand; handle feature 
card; window banner; door banner; 
lawn care brochure; power mower 
trade-in “Blue Book;” leaf mulcher 
kit; envelope folders; window “Au- 
thorized Dealer” decal; full line giant 
wall banner; master repair parts 
charts; order blank for dealers to re- 
quest additional quantities, free of 
charge, of these sales aids, plus news- 
paper mats, radio and television 
spots. For more information— 
Write in No. M27 on card, Pg. 53 


The Yale & Towne Manufacturing 
Co., White Plains, N. Y., provides 
carded hardware as a dealer help in 
boosting sales. Yale also advocates 
the use of mounted samples on dis- 
play boards as a permanent merchan- 
dising idea. Package merchandisers 
are offered by the company for loca- 
tion in strategic positions. Al] mer- 
chandisers are in bright colors. For 
more information— 

Write in No. M28 on card, Pg. 53 


Weber Tackle Co., Stevens Point, 
Wis., offers a variety of permanent 
metal displays for flies, loose hooks, 


treble hooks, snap-swivels, Redi-Pak 
nylon packages and other tackle 
items. The No. RR74 revolving rack 
displays 72 hinge-cover plastic boxes 
of ringed hooks. No. RR146 is also a 
revolving rack; holds one gross of 
hinge-cover plastic boxes and is de- 
signed to display flies and snap- 
swivels as well as loose hooks. Half- 
size stationary unit of the latter, No. 
R73, displays half the quantities of 
tackle items. Combination assort- 
ments of flies, loose hooks, and snap- 
swivels may be displayed on most of 
these racks. One-, two-, and three- 
tier revolving racks for Weber dis- 
play panels continue to be offered. 
No. RR12, another revolving metal 
display, holds one gross of Redi-Pak 
ylon coils. A number of other dis- 
play boards, boxes, and other pack- 
ages are available. For more infor- 
mation— 

Write in No. M29 on card, Pg. 53 


Columbian Rope Co., Auburn, N. 
Y., has available for dealers several 
rope merchandisers, available 
through wholesalers. Merchandiser 
No. 57 holds six full reels, or six full 
cartons of rope, two of which may be 
the 100# size; will hold either car- 
tons or reels or any combination of 
both; rope is fed through guides to a 
measuring device and cutter. The 
“Pick-Me-Up” holds _ individually 
wrapped 50’ and 100’ coils of 4”, %”, 
and 4%” dia. Manila Rope; free with 





One order, one source...for more fastener business 


Only Screw and Bolt Corporation 
OFFERS YOU ALL FOUR! 


Award Winning 
Packaging 


Sturdily built for product 
protection and ease of hand- 
ling, they rated national 
recognition—attractive, col- 
or-keyed, full-sized labels. 


Widest Range 
Available 


This most complete line of 
engineered fasteners lets 
you satisfy every customer 
need. Prompt delivery on 
all hardware fasteners. 


traffic 


profit zinc 


Merchandisers 


Brilliant red salesman stops 
anywhere on high 
plated 
Handy charts simplify pric- 
ing. We imprint for you 


bolts. 


; ‘ 


Quality B 
Name 


Well-known. fasteners with 
built -in ready customer ac- 
ceptance—that do the job— 
assure continuous turnover. 


and 


Take advantage of all four—see your Screw and Bolt Corporation distributor 


Depeeeeeeee eee 
SCREW AND BOLT CORPORATION 


Formerly Pittsburgh Screw and Bolt Corporation ° 


P. O. Box 1708 
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yy OF AMERICA 
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k k | vMA 722 


Pittsburgh 30, Pennsyivania 


AMERICA'S MOST COMPLETE LINE OF INDUSTRIAL FASTENERS 
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Switch to 


Turnbuchles 


for greater 
self-service sales 
... faster turnover 
and a better 
return on your money! 
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De bodies, steel bright zinc gteel rods. 
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GATE HOOKS EYE BOLTS 
round end Eves Have lag thread 
ceiling type. A full range of and turned eye. 
Steel or brass. sizes, 


SCREW HOOKS 
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SCREW EYES $ & 8 HOOKS U-BOLTS 
Choice of steel! or brass, bright zinc 
large, medium available in a plated, with 
or small eyes. wide range of plates and hex 
Stee! or orass. sizes. nuts 
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brs SHOULDER HOOKS yy were Sone CLOTHES LINE... 
A brass with firm vailable in 
as base steel or brass, HAMMOCK HOOKS 
vy 


National advertising ...modern pack- 
aging ...and sales-clinching merchan- 
dising displays speed your sales of 
turnbuckles, bright-wire goods and self- 
locking perforated board fixtures. One 
source provides a complete line... 
combination shipments from centrally 
located warehouses... faster service 
. . . lower overall costs. Call your jobber 
or write today for new catalog. 


BOX 333, MICHIGAN CITY, IND. 
FACTORY: GRAND BEACH, MICH, 
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initial order of approximately 100 
lbs. of rope which stocks it; all metal 
and mounted on casters; dimensions, 
22” x 22” x 4514”. Made of heavy 
gauge wire and designed to display 
rope in cartons (Colpacks), the Col- 
pack Rope Rack holds one Colpack 
25, two Colpack 50’s and Water-Ski 
ropes, rope in small coils, or twine 
items on the top shelf. Or if desired, 
the small rack holding three 9” reels 
of Nylon or Polyethylene Rope may 
be displayed on this shelf; requires 
only 20” x 30” of floor space. Colum- 
bian has a smal] display rack which 
holds three 9” reels of “Stabilized” 
Filament Nylon Rope, 4”, %”, %” 
diameters; or High Tenacity Poly- 
ethylene Rope, 4” and %” diam- 
eters. Delivered free with three-reel 
order for either rope. For shelf or 
counter display and for use with 
Pick-Me-Up or Colpack Rope Rack. 
Also available is a standard assort- 
ment of window display material in- 
cluding ship cutouts, samples of 
Manila and sisal fibre, folders and 
pamphlets, and a colorful dealer sign. 
Various counter display cartons of 
jute twine, Mason’s line, and Christ- 
mas twine are also available. For 
more information— 
Write in No. M30 on card, Pg. 53 


Foley Manufacturing Co., 3300 5th 
St., N. E., Minneapolis 18, Minn., con- 
tinues its 14-day trial offer on Foley 
mowers, as a promotional aid to deal- 
ers. A customer is allowed a 14-day 
trial on his lawn. If not satisfied, he 
may return the mower and get his 
money back. Dealer has nothing to 
lose as the company states that it 
will replace the used mower when- 
ever requested. Window streamer 
and ad mats available on all items 
including a banner on the Twin Cut 
30” riding mower for 1959. For more 
information— 

Write in No. M31 on card, Pg. 53 


Molly Corp., Reading, Pa., has 
available for dealers: metal merchan- 
diser #612 containing 600 Molly 
screw anchors and 12 utility plugs; 
cardboard counter display #200 con- 
taining 200 screw anchors, 2-color 
leaflet on screen anchors; 2-color 
leaflet on Hi-Speed Installer; 2-color 
leaflet on utility plugs; 2-color leaf- 
let on Molly Jack Nut; 3-color, 21” 
x 9” window streamer featuring Mol- 
ly screw anchors; and newspaper 
mats. For more information— 

Write in No. M32 on card, Pg. 53 


McCulloch Corp., Marine Products 
Division, 2901 East Hennepin Ave., 
Minneapolis 13, Minn., in its “Adver- 
tising and Promotion Dealer Hand- 
book,” covers all of the sales promo- 
tion material available to Scott deal- 
ers in 1959. This material includes 
formats and ad builders; window 
streamers which feature Scott’s 1959 
motors; handout stuffers; line fold- 
ers; dealer decals; service uniforms; 
miniature Scott plastic motors; a color 


billboard; changeable translight dis- 
play; roadside sign; radio scripts; 30- 
minute, 4-color movies; preview 
poster; counter display; store front 
signs; clock sign; motormobile sign; 
boatmobile sign; blackboard cutout 
displays. for more information— 
Write in No. M33 on card, Pg. 53 


Lazy Boy Lawn Mower Co., Inc., 
1315 West 8th St., Kansas City, Mo., 
offers to dealers without charge full- 
color mailing pieces and ad mats on 
all mower models. A new riding 
mower and two new reel mowers 
have been added to the 1959 line. For 
more information— 

Write in No. M34 on card, Pg. 53 


American Biltrite Rubber Co., 
Chelsea 50, Mass., provides dealers 
with full-color literature, advertising 
mats, and photo artwork for Biltrite 
Garden Hose and Sprinklers. In addi- 
tion to a metal display rack on 
coasters, a full-color merchandising 
display is available which displays 
over 36 coils and may be used as an 
island or against the wall. Also avail- 
able are water flow charts and dis- 
play cards. For more information— 

Wriie in No. M35 on card, Pg. 53 


The Reichert Float & Manufactur- 
ing Co., 2250 Smead Ave., Toledo 6, 
Ohio, offers envelope stuffers, pack- 
age inserts, and newspaper ad mats to 
assist dealers in promoting its line of 
rubber tank balls and guaranteed 
leak-proof copper and plastic floats. 
For more information— 

Write in No. M36 on card, Pg. 53 


Hoosier Tarpaulin & Canvas Goods 
Co., Inc., 1302-10 West Washington 
St., Indianapolis 6, Ind., offers the 
following merchandising aids free of 
charge to dealers: newspaper ad 
mats, display signs, self-mailer bro- 
chures, posters, and glossy photos on 
Hoosier Tarpaulins, Tents, and Boat 
Covers. For more information— 

Write in No. M37 on card, Pg. 53 


The Garcia Corp., 268 Fourth Ave., 
New York 10, N. Y., offers dealers a 
wide assortment of sales aids, includ- 
ing a retailer consultant service and 
assistance from fishing experts who 
set up in-store demonstrations and 
lectures. Merchandising aids include 
the Mitchell Counter Card, die-cut for 
holding a Mitchell reel and one spool 
of Platyl; display stand for Mitchell 
reels; an Abu Reflex transparent win- 
dow streamer; an in-store streamer 
illustrating Six Steps to Successful 
Spin Casting; large and small size 
streamers featuring Mitchell reels; 
instruction manuals for all reels; with 
complete parts diagrams; and others. 
For more information— 

Write in No. M38 on card, Pg. 53 


Daisy Manufacturing Co., Rogers, 
Ark., has created a free dealer promo- 
tion package consisting of: a pyramid 
gun display (cowboy hat size) die-cut 
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to hold any Daisy and card; a display 
card for the pyramid, and a news- 
paper advertising mat. For more in- 
formation— 

Write in No. M39 on card, Pg. 53 


Carolina Washboard Co., Raleigh, 
N. C., offers a colorful plastic display 
carton which contains the following 
assortment of Carolina Fishing 
Floats: 4 doz. No. 000; 4 doz. No. 00; 
2 doz. No. 0; 2 doz. No. 1; 2 doz. No. 
2; 1 doz. No. 3—list price is $16.90. 
For more information— 

Write in No. M40 on card, Pg. 53 


The Irwin Auger Bit Co., Wilming- 
ton, Ohio, offers to dealers free metal 
display merchandisers with the fol- 
lowing assortments. No. M-62T con- 
tains metal wall merchandiser and 
13 bit assortment of the Irwin Sello- 
paked 62T Bits, one of each size 
4/16” through 16/16”. No. M-88 con- 
tains metal wall merchandiser and 
20 bit assortment of the Irwin Sello- 
paked Speedbor “88” Wood Bits for 
electric drill, two each of even sizes 
and one each of odd sizes “4” to 1”. 
No. 430 contains metal wall merchan- 
diser with assortment of 30 amber 
plastic handle screwdrivers in the 
five most popular sizes. All displays 
have colorful baked enamel finish 
and fit in a minimum of space. A 
booklet on the selection, use and care 
of bits, and a variety of envelope 
stuffers are also available. For more 
information— 

Write in No. M41 on card, Pg. 53 


©. F. Mossberg & Sons, Inc., P. O. 
Box 1302, New Haven, Conn., makes 
available to dealers 8-page consumer 
stuffers for enclosure with mailings 
or counter use; a 6-page consumer 
stuffer on Mossberg’s 4X scopes and 
its latest adjustable power scope: a 
Mossberg emblem decal for use on 
door or window; and a Retail Sales 
Manual for the dealer and his sales 
staff. In addition, the company of- 
fers free electrotype advertising mats, 
as well as radio and TV commercials. 
For more information— 

Write in No. M42 on card, Pg. 53 


Rubbermaid, Inc., V/ooster, Ohio, 
offers dealers a free dispensing unit 
for its shelf and storage 9rea rubber 
coverings, Rubbermaid ‘Sshelf-Kush- 
ion, which comes in 45’ rolls. Mer- 
chandising aids for dealers stocking 
the product include window and v2" 
banners, and consumer folders which 
feature additional home uses for the 
rubber shelving. For more informa- 
tion— 

Write in No. M43 on card, Pg. 53 


Henry L. Hanson Co., Worcester, 
Mass., has available a Self-Seller 
Drill Display which requires 14 
inches of space. A clear cover high- 
lights the high speed drills which are 
held in supporting holes and serve as 
a drill gauge. The size and price are 
marked and quantities are varied ac- 
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cording to demand. The cabinet has a 
storage rack for extra stock. An in- 
formation chart is also available. The 
Hanson Self-Seller Display Cabinet 
for taps and dies contains initial as- 
sortment of taps, dies, screw ex- 
tractors, die stocks and tap wrenches, 
including all popular sizes, and is 
graduated according to normal cus- 
tomer demands. The cabinet requires 
counter space 18 inches x 13 inches 
and has space in the back for extra 
stock. For more information— 
Write in No. M44 on card, Pg. 53 


Myers Launches Dealer 
Prestige Program 


A NEW PROGRAM to increase deal- 
er prestige in his own community 
is announced by The F. E. Myers & 
Bro. Co., Ashland, Ohio, manufac- 
turers of pumps and water sys- 
tems. The program includes fac- 
tory training for dealers, national 
advertising, and promotional aids 
and assistance for local dealer ad- 
vertising. 

Dealer training programs are 
now being conducted by Myers dis- 
tributors and factory salesmen in 
over 200 cities throughout the na- 
tion. Over 500 meetings have been 
scheduled for present Myers deal- 
ers. Similar training sessions will 
be conducted later for new dealers. 

Dealers who attend the training 
school will be awarded three di- 
mensional colorful plaques an- 
nouncing their appointment as an 
“Authorized Myers Pump Dealer.” 
The plaque also contains the deal- 
er’s name and the words, “Depend- 
able Products, Dependable Serv- 
ice.” 

Dealers slso will receive free 
metal tacker signs, window decals, 
truck decals, radio scripts, news- 
paper ad mats and publicity re- 
leases to promote their appoint- 
ment as an authorized Myers pump 
dealer. 

Myers will back a dealer’s lo- 
calized identification program with 
national advertising in leading 
home and farm publications. These 
ads will point up the professional 
reliability of the dealer who dis- 
plays the authorized sign. 


7 


Variety of New Toys 
Introduced at Fair 


AN ARRAY OF new toys designed 
to please youngsters of all ages 
was exhibited at the 56th Amer- 
ican Toy Fair held in New York 
in March. The Toy Fair, sponsored 
by the Toy Manufacturers of the 


Attractive two-color 
card contains complete 
home assortment of five dif- 
ferent wedges in plastic bag. 
12 units to a display card. 





i impulse 
No. 5 and 24 No. 10 wedges. Also 
available: No. 5 card—36 No. 5's, 
10 card—24 No. 10's. 








END septic tank 
TROUBLES ! 


NEW 


FREE-ALL 


100% ACTIVE No Inert Matter 
One Treatment Lasts 4-6 Months 


= 
~ ZD y 
———— 


@ Most effective — One treatment pre- 
vents, frees tank clogging 
@ Easy—Just pour into toilet and flush 
@ Safe — Won't harm humans, animals, 
plumbing 
Stock — display — order today! 


G. N. COUGHLAN COMPANY 
West Orange, N. J. 
Mfr. of Chimney Sweep, Process 33, Oven-Aid 
Oven Cleaner, De-Moist, Easy-Aid Silver Cleaner 
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A new model, the No. 330 Victor Conibear trap for 
beaver, otter, and other animals of similar size is 
now available. This humane, body-gripping trap is 
ideally adapted for water sets. It has large, 10’’ x 10” 
jaws and double spring for fast, powerful killing 
action. Equipped with safe-setting device and 19” 
chain with ring. 

The Victor Conibear trap has proved to be every- 
thing it was said to be. Trappers demand it because 
it eliminates wring-off of valuable fur-bearers. Only 
you, as a Victor Dealer, can offer it! So don’t wait 

. . order the new No. 330 Victor Conibear trap from 
your wholesaler. 


Also available: 


No. 110 Victor Coni- 
bear for muskrat, 
mink, skunk, weasel, 
barn rat, wharf rat, 
squirrel, civet cat, 
and similar size 
animals. 








ANIMAL TRAP COMPANY OF AMERICA 


Lititz, Pa. « Pascagoula, Miss. * Niagara Falls, Ontario 
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EASY 


pocery WIRE PRODUCTS 


for year ‘round PROFITS 


In summer or winter, spring or fall, no matter where you are — 
there’s always a demand for one or all of these high quality 
WRIGHT wire products. Order NOW from your wholesaler! 


WRIGHTLINE NETTING — Reverse twist poultry netting — 


reinforcing wires, too. 


WRIGHT HEAVY NETTING — Continuous twist. 
WRIGHT HARDWARE CLOTH — Woven, flat wire selvage 


and loop selvage. 


wricut WELDED FABRIC — smooth edge. 

weicut INSECT SCREENING — Aluminum, galvanized and bronze. 
WRIGHT INDUSTRIAL WIRE CLOTH — All metals and grades. 
wricht WIRE STRAND (Clotheslines) — Galvanized and 


aluminum connected coils. 


wricut SOLID LINES AND WIRE — connected coils. 
wricut FLOWER FENCE — Built-in stakes and plain top. 
wricht GUTTER GUARD — Keeps leaves out of house gutters. 


| WRIGHT? G. F. WRIGHT STEEL G WIRE COMPANY 


WORCESTER 3, MASSACHUSETTS 


—— 
. 


oo co co — oD OT te qe PO 
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U. S. A., Inc., ran for six days with 
approximately 1,500 exhibitors 
showing their latest wares to 
around 15,000 buyers. 


a 


Yuba Appoints Weber, 
Snowball to New Posts 


A PROGRAM of expansion in the 
consumer products field has been 
set up by Yuba Consolidated In- 
dustries, Inc., a San Francisco firm, 
to be headed by Louis L. Weber 
as vice-president. Weber, formerly 
vice-president and general man- 
ager of Yuba Power Products, Inc.., 
Cincinnati, Ohio, a subsidiary of 
Yuba Consolidated Industries, has 
been succeeded by John R. Snow- 
ball, Jr., as vice-president and 
general manager. 





Snowball 


Weber 


Snowball will have complete re- 
sponsibility for the nationwide op- 
erations of Yuba Power Products, 
Inc., manufacturers of Chore- 
master and Yardsmith outdoor 
power garden equipment, and the 
Shopsmith and Magna line of in- 
door power tools. 

Weber was associated for many 
years with the Lodge & Shipley 
Co., Cincinnati machine tool firm, 
as an officer and director. In 1944 
he became vice-president of the 
Special Products Division of the 
Lodge & Shipley Co., which re- 
sulted in the entry of the firm into 
the garden equipment field with 
the development of the one wheel 
garden tractor. Subsequently, in 
1952 Weber purchased the Special 
Products Division from the Lodge 
& Shipley Co., and formed Weber 
Engineered Products, Inc., devoted 
entirely to the manufacture of 
tractors, tillers and mowers. In 
April 1958, he sold the firm to 
Yuba Consolidated Industries, Inc. 

Weber will have his offices in 
Cincinnati, where he will spend 
full time on the Yuba Consumer 
Products Development Program. 
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Snowball began his career in the 
tool design department of Lodge 
& Shipley Co. He filled a wide 
range of manufacturing positions 
with Lodge & Shipley and the suc- 
ceeding firm, Weber Engineered 
Products, eventually switching 
from production to sales work. 


a 


Millers Falls Appoints 
West as Representative 


ARTHUR E. Ackerman, vice- 
president in charge of sales, Mill- 
ers Falls Co., Greenfield, Mass., 
announces the appointment of Wil- 
liam J. West as sales representa- 
tive. West will represent Millers 
Falls’ line of hand, power, and 
precision tools for home and in- 


William J. West 


dustry in North Carolina and Vir- 
ginia, reporting to John E. Kline, 
manager of the Southeastern sales 
district with headquarters in At- 
lanta. 

Prior to joining Millers Falls, 
West was associated with Otto 
Zenke, Inc., Interiors, and South- 
side Hardware Co. 

West makes his home in Mc- 
Leansville, N. C. 


Sf 


M. W. Riddell, Richmond 
Hardware Veteran, Dies 


MARION W. RIDDELL, age 78, 
who spent all of his business life 
of approximately 60 years with 
the Richmond Hardware Co., Rich- 
mond, Va., passed away on March 
10, 1959 from a heart attack. Mr. 
Riddeli held the position of assist- 
ant to the president, and was the 
buyer of tools, cutlery, and miscel- 
laneous hardware items. 


STOCK THE COMPLETE FORSBERG LINE 
OF SWEDISH QUALITY HAND TOOLS 


TWO FAMOUS BRANDS 








wn, WHALE 





Whale brand tools are the top qual- 





ity tools of the Forsberg line which 
include hack saw frames and blades, 
band saw blades, hand drills and 
screw drivers. All handsomely pack- 





aged for display. Highest profit on 
every item. 








Viking brand tools are lower priced 
Forsberg tools which nevertheless 
are dependably made for long serv- 





ice life. Line includes hack saw 
frames, keyhole saws, coping saws, 
screw drivers and hond drills. 


Send for new catalog today 





‘ . 
Forsberg 
over 45 years of manufacturing experience 
THE FORSBERG MFG. CO., BPT., CONN. 
REPRESENTATIVES: 
Fry-Holbrook & Co., 1429 Peachtree St., N. E. Atlanta 9, Ga. 
H. A. Verner Associates, !40! Cranway Dr., Houston 24, Texas 














CTIC BOY 


portable water coolers 


COLD WATER 
is a HOT item! 


If it’s not cold, it’s not drinking 
water! That’s your big selling point in 
ARCTIC BOY portable water coolers 
... they keep water refreshingly cold 
and sparkling clear. Here’s why: 


¢ Inset of HOT DIPPED galvanized or 
stainless steel 

© Sparkleen plastic liner is non-toxic, 
prevents corrosion 
Large opening —easy to ice and clean 
Extra large insulation space 
Popular 2, 3, 5, 10 and 15 gallon 
sizes 


Send for free booklet “‘Care and Use 
of Your Cooler.”’ Write Dept. H-36 


SCHLUETER MFG. CO. 
ST. LOUIS 7, MO. 
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NEW PRODUCTS 


Plastic Drain Pipe 


A self-shipping display carton for 
Carlon “D” Plastic Sewer and Drain 
Pipe is available from Carlon Prod- 
ucts Corp., Aurora, Ohio. The pack- 
age, which weighs less than 50 Ibs., 
contains a dozen 5-ft. lengths of 4” 
plastic pipe, each length with a coup- 
ling. 





The pipe is said to be root-proof, 
leak-proof, and waterproof, and easily 
installed. It can be cut with a hand- 
saw and permanent joints are solvent 
welded with only a brush and solvent 
cement. Complete line of matching 
sanitary fittings is also available. For 
more information— 

Write in No. 930 on card, Pg. 53 


Gun Cleaning Pack 


A Gun Cleaning Pack offered by 
Frank A. Hoppe, Inc., Eighth and 
Dauphin Sts., Philadelphia, Pa., is de- 
scribed as containing everything 
necessary to keep weapons in condi- 
tion. 

The pack consists of the following 
Hoppe products: a regular sized bottle 





of No. 9 Powder Solvent, a can of 
lubricating oil, a tube of gun grease, 
one dozen gun cleaning patches, and 
a copy of “Guide to Gun Cleaning.” 
Price of the pack, in chipboard con- 
tainer, is $1.00. For more informa- 
tion— 
Write in No. 931 on card, Pg. 53 


Floor Conditioner 


The redesigned home floor polish- 
er, “Houseboy” model FP-33, is an- 
nounced by Red Devil Tools, Union, 
N. J. 

Colors available include: Candle- 
light Yellow, Caribbean Aqua, Silver 





For more information on these new products 
use the return free post card on page 53 


Grey, and solid chrome. Colors may 
be purchased individually or in a 
“rainbow assortment.” 

The Houseboy has a relocated cool- 
ing system; the trademark is spelled 
out in raised red plastic letters 
against gold background; cords, 
handle grips, and bumpers are of 
white vinyl. 

Metal display racks are free to 
dealers ordering three or more units 
For more information— 

Write in No. 932 on card, Pg. 53 


Unvented Gas Heaters 


A new Warm Morning “Del Ray” 
series of unvented gas heaters, with 
both cabinet and combustion sur- 
faces finished in porcelain enamel, is 
announced by Locke Stove Co., 114 
West 11th St., Kansas City 5, Mo. 





offered in 


The series is three 
models: Model 922, 22,000 B.T.U. in- 
put; Model 926, 26,000 B.T.U. input; 
Model 935, shown, 35,000 B.T.U. in- 
put. All models are A.G.A. approved 
for natural, manufactured, mixed or 
L.P. gas. 

Heaters have a “perfo-dot” front 
grille and chrome trim. Descriptive 
literature is available. For more in- 
formation— 

Write in No. 933 on card, Pg. 53 
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Furnished Fishing Line 


Ideal Fishing Float Co., Inc., 2001 
E. Franklin St., Richmond 3, Va., of- 
fers the furnished line strip pack 
rack No. 90 PS. The deal contains % 
doz. each of two different styles 
enameled, barrel-shaped floats; % 


doz. 1” natural finish cork balls; and 
¥% doz. 1%” enameled, egg-shaped 
floats. Each with 15 feet of line, Kir- 
by hook and correct size splitshot 
sinker. 

Revolving metal display stand re- 
quires little space 

Weight per deal, 154 lbs. For more 
information— 

Write in No. 934 on card, Pg. 53 


Two-Speed Drill 


A Shopmate 2-speed 3%” drill which 
changes speeds at the flick of a 
switch and develops full power in 
both speed ranges is announced by 
Portable Electric Tools, Inc., 320 West 
83rd St., Chicage 20, Ill. 


The drill, Model SD-382, has a 3 
amp motor. Speeds are 2000 rpm for 
drilling light materials; 1000 rpm 
for heavy duty applications 

The Electro-Mechanical Transmis- 
sion allows speeds to be changed 
instantly, electrically, by pressing a 
Speed Range Selector Switch. 


Suggested retail: $32.95. For more 
information— 
Write in No. 935 on card, Pg. 53 


Water Ski Tow Ropes 


Sunset Fishing Lines, Petaluma, 
Calif., recently entered the water 
sports industry with a complete line 
of water ski tow ropes. The deluxe 
model rope shown is $7.95 single, 
$8.95 double 


Polyethylene has been braided in 
a new semi-round form to provide 
greater tensile strength, less stretch, 
and a smoother exterior finish. Model 
has red and white strands, foam-rub- 
ber covered handle, Heavy-duty plas- 
tic bag for storing rope between uses 
is included without charge. For more 
information— 

Write in No. 936 on card, Pg. 53 


Plastic Ice Chest 


An ice chest molded of expand- 
able Dylite polystyrene is being of 
fered by Liberty Distributors, 4300 N 
5th St., Philadelphia 40, Pa 


The ice chest, which weighs less 
than two pounds including aluminum 
handle, measures 16” x 12” x 12” and 
is said to be odor-free, rust-free, 
moisture-proof, and non-toxic. It is 
buoyant, washable, and will not re- 
tain odor of fish stored in it. 

Retail price is a “special” at ap- 
proximately $3.88. Color is red and 
blue “spatter pattern” molded int 
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a white background. For more in- 
formation— 
Write in No. 937 on card, Pg, 53 


Water Cooler 


Horton Equipment Co., Harvey Wil- 
son Dr., Houston, Texas, has rede- 
signed its Water Cooler to include 
such features as rounded sanitary 
inside bottom and streamlined top 
seams 


Other features include _ riveted 
handles, choice of standard or heavy 
duty insulated models, and the re- 
cessed spigot. For more information 

Write in No. 938 on card, Pg. 53 


Open End Wrenches 


A new line of open end wrenches 
is announced by The Vichek Tool 
Co., Cleveland. 

Wrenches are chrome plated with 
a mirror polish on streamlined heads, 
are drop-forged, extra long and have 
“maximum torque” bar design. 


iO Aerts woners ee 1A 


Offered under the trade name 
“Vichek Vega,” wrenches are availa- 
ble in 11 sizes, %4 to l-inch. Sizes 
are stamped plainly on the bar 

The wrenches are offered also in 
a display, designated as HD100. For 
more information— 

Write in No. 939 on card, Pg. 53 
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The NEW 


to 
Profitable Way 
cof) and Stock 


FAMOUS PHOENIX 
AND JUNIATA 


Horse and Mule Shoes 


HANDY 10 PAIR 
DISPLAY PACK 


@ Economical Size for Owners 


@ Permits Stocking Representative 
Patterns With Small Investment 


e Easy to Handle on Counters 
and in Stock Room 


e Over 300 Patterns and Sizes—also 
available in 50- and 100-lb. cartons 


Here's the convenient way to realize extra profits, 
with minimum investment, from horse and mule 
shoes. With the new 10 Pair Pack, you need to 
stock only the most popular patterns and sizes for 
your area. Take advantage of the profit oppor- 
tunities this market offers. Send coupon below for 
selection list and prices and free booklet “How to 
Care for the Feet of Your Horses and Mules.” 


PHOENIX MANUFACTURING COMPANY 
JOLIET, ILLINOIS 
1882 


World's Largest 
Manufacturer 

of Horse, Mule 
and Racing Shoes 


Horseshoe Products Division 92-S 
Phoenix Manufacturing Company °¢ Joliet, Illinois 


Send selection list for 10 Pair Pack and free booklet “How 
to Care for the Feet of Your Horses and Mules."’ 
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Lawn Sprinkler 


H. B. Sherman Manufacturing Co., 
Battle Creek, Mich., introduces its 
59 model Jet Stream Sprinkler. The 
impulse-type head sprays an area up 
to 70 feet in diameter, with long, uni- 


form throw, even at low pressure. 
Slow rotation of head assures com- 
plete saturation. 

Rounded, die-cast base slides easily 
without tipping or damaging lawn. 
Retails at $5.95. For more informa- 
tion— 

Write in No, 940 on card, Pg. 53 


Fish Cleaning Board 


A non-skid fish cleaning board for 
“holding and scaling” fish is an- 
nounced by Gardner’s, Dept. 171, 230 
Ave. C West, Bismarck, N. D. 


A cadmium-plated steel clipboard 
powerjaw clamps the fish’s tail to 
hold it securely. The board is made of 
Northern Hard Maple, grooved on top 
to prevent side slipping. Rubber tips 
on underside keep the board firm. 

The cleaning board is available in 





For information on 
CATALOGS & BULLETINS 
See Page 51 











three sizes: 4%” x 16”, $3.00; 5” x 
20”, $4.00; 6” x 24”, $5.00. All post- 
paid. For more information— 

Write in No. 941 on card, Pg. 53 


Offset Hex Wrench 


The Ridgid No. E-110 Offset Hex 
Wrench, manufactured by The Ridge 
Tool Co., Elyria, Ohio, is specially 
designed for use on nuts and fittings 
that are in tight quarters. 


have maximum opening 
flats of 2% inches and will 
up through 1% inch drain 


Jaws 
across 
handle 
nuts. 

Two new wrenches—#9 for “4” 
to 5%” nuts, and #35 for 1” to 2%” 
nuts—expand the Ridgid Hex Wrench 
family to five wrenches for an over- 
all size range of %4” to 2%” nuts. 
For more information— 

Write in No. 941 on card, Pg. 53 











Tapatco 


HORSE COLLAR PADS 
a 


For every work horse and mule. 
“The pad with the rust-proof 
red hooks” 


Tapatco 


TRACTOR SEAT CUSHIONS 








For every tractor and farm 
implement seat. 


See your jobber or write us. 


THE AMERICAN PAD & TEXTILE CO. 
Greenfield, Ohio 


MAKERS OF FAMOUS TA-PAT-CO 
HORSE COLLAR PADS SINCE 188! 
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Hack Saw Frames 


The Forsberg Manufacturing Co., 
125 Seaview Ave., Bridgeport 1, 
Conn., offers model nos. V36, V260, 
W61, and W21 Hack Saw Frames with 
new handles, in attractive colors. 





Handles are made of acetate, are 
larger in size, lighter in weight, and 
are stronger. No. V36 comes with red 
handle, V260 with green, and nos. 
W21 and W61 with black. 

Frames are individually packaged 
with one Hack Saw Blade. For more 
information— 

Write in No. 943 on card, Pg. 53 


Plastic Pipe Fittings 


The Plastics Division of The Union 
Malleable Manufacturing Co., Ash- 
land, Ohio, announces a line of insert 
fittings known as “Poly-Plus Blue” 
and made of Hercules Profax. 


The fittings can be used for all 
flexible pipe applications, are heat 
resistant, retain tensile strength 
at elevated temperatures, maintain 
shapes at temperatures above 300° 
F, and have a specific gravity of 0.9. 

The fittings, consisting of coupl- 
ings, tees, ells, and adapters, range in 
sizes from %” to 2”. For more in- 
formation— 

Write in No. 944 on card, Pg, 53 


Transite Monofilament 


Transite monofilament, a type 5 
formulation from the Monojet pro- 
cess, is introduced by Western Fish- 
ing Line Co., Glendale 4, Calif. 

Transite soft monofilament is offer- 
ed in color-extruded aqua blue, 
packed two or six, 100-yd. spools 
connected in individual plastic boxes. 
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Bulk spools and new %%4-lb. spools 
are also available. 
For more information— 


Write in No. 945 on card, Pg. 53 


Barbecue Brush Set 


The Barbecue Grill Brush Set in- 
troduced by Empire Brushes, Port 
Chester, N. Y., features the #5550 
Grill Cleaning Brush, the #5718 Bar- 
becue Butler, and the W-1750 Bast- 
ing Brush. 


The set is mounted on a red and 
black printed display card with bar- 
becue brick motif and with illustra- 
tions and descriptive copy. 

Each item is equipped with raw- 
hide hanging thong. 

Suggested retail price for set is 
$3.49. Items also available packaged 
separately. For more information— 

Write in No. 946 on card, Pg. 53 


Improved Sprayers 


D. B. Smith & Co., Utica 2, N. Y., 
announces improvements in the de- 
sign of its 34% and 4-gallon compress- 
ed air sprayers. Capacity remains the 
same but the new tanks are shorter 
and wider thereby reducing tendency 
of tipping and increasing ease of 
handling. 


The E-Z Knapsack Sprayer is 
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MAKES THE 


“SPECIALTY” 
NAILS 


YOUR CUSTOMERS NEED 


/ One a ge ORDER CAN 
¥ One Salesman + ey 
¥ One Order Blank _— Prices 


Here’s a sampling 


MAZE STORMGUARY 


(Strong Steel Nolls Double-Dipped in Melton Zine) 


| ROOFING 
STK, NO! RICA (ALSO SCREW AND PLAIN SHANK) 


WOOD SIDING 


STK. NO. $206A (ALSO PLAIN SHANK) 


INSULATING SIDING 
(11 STOCK COLORS) 


STK. NO. $245 (ALSO PLAIN SHANK) 


HARDBOARD 


STK. NO. $255$ (ALSO PLAIN SHANK) 


—— METAL ROOFING—— 
COMPRESSED LEAD HEAD 


STK. NO. P223 .. . BARBED SHANK—SRIGHT 
(ALSO RING SHANK) 


UMBRELLA HEADS 
(J-PIECE STEEL . . . HEAVY SHANK) 
rooninh ad 


STK. NO. RI34A (ALSO SCREW SHANK) 


INTERIO 
UNDERLAYMENT 
—— > 





4 rr: s ° 








STK. NO. Fi42 


FLOORING 


STK. NO. Fé? . . . HAND OR MACHINE DRIVING 
(ALSO CASING HEAD NAILS) 


DRYWALL 


STK. NO. DBI 
POLE-TYPE NAILS 
STK. ai 526-A 


MASONRY 
—— = _——— 


STK. NO. H59S (ALSO PLAIN SHANK) 


ASK YOUR JOBBER... 
or write for detalis 


T PAY 


1a) W.H. MAZE COMPANY 


PERU 6, ILLINOIS 


For more information use Handy Return Card, Page 53 








shown in the accompanying photo- 
graph. 

A catalog descriptive of Smith 
sprayers is available. For more in- 
formation— 

Write in No. 947 on card, Pg. 53 


Monofilament Packaging 


Sunset Fishing Lines, Petaluma, 
Calif., announces that it is returning 
to its original sliding-lid clear-plas- 
tic containers for its two and six- 
packs of Flexon monofilament. All 
sizes from two to 24-pound test will 





"eos offers 


RUGGED ROBERT | fies tea 


America’s Fastest Selling — 
Broom Rake n> 5 ~ = WIRE LE RACK 
1-Piece Frame $ (ase PACK 


Rake Can't Lose OUTSELLS LOCKS IN OTHER + 
Shape BOXES AS MUCH AS 5 T01 


SLAYMAKER LOCK COMPANY, LANCASTER, PA 
Patented Cover World's Largest Producer of Brass Padlocks 
Plate — Rake 
Can’t Come Apart 














Special Patented DEALERS PROFIT 
Socket Semi-Circular CUSTOMERS ARE SATISFIED} 


Guarantees depression — Locks with A D A LA s 


tong Life Tines for good. Uniform thickness and exclusive 
/ waterproofing prevents leakage and 
waste . . . keeps your customers 
ome 5 o more. Special attention 
co size cup orders. Back 


Manufactured date on every rake. Guar- “advertising throughout the South 
and Southwest. 


anted for 2 years. 
You can also profit from 


KAYO, TIP-TOP and ADAMS 


Wire Products Comp pany Steel hand tools, cold chisels, punches, etc. 
2713 North 24th St. Birmingham, Ala. # f ADAMS Tate 420 South Lake St 
. . J . Fort Worth, Texas 


MARSHALLTOWN 
TROWELS — 








/ MGA ASAE WM \ )\ Wat 
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J 
return to the containers. 7 os mo? om lated 


After experimenting with a low- 
silhouette container, the company 
states that although it saved sub- 
stantial shelf space, dealers favored 
the larger utility boxes 


cua Wnctare wetecting vache \ tr 47y D 
WRENCH 


information— 
Write in No. 948 on card, Pg. 53 
Loosens Rusted Bolts 
nuts screws ports 


Pan Fish Floats 


Dayton Bait Co., 2701 S. Dixie 
Drive, Dayton 9, Ohio, is offering a 
new series of Pan Fish Floats com- 
plete with 20 feet of braided or 


Harmless 
to all 
metals! 


Jalousie Covers 


A Jal-A-Shade jalouise cover is 
announced by Reynolds Aluminum 
Supply Co., 573 West Peachtree St., 
N. E., Atlanta, Ga. The panels, made 
of heat reflecting Colorweld alumi- 
num, fit all standard panes without 
interference with opening and clos- 
ing. 

Installed by means of a clip, pan- 
els are available in three lengths: 
24”, 34”, and 40”; hacksaw will cut 
panels for odd lengths. 

The panels, along with necessary 
clips, are packaged six to a kit. A 
master carton, decorated for use as 
display, contains 24 kits. For more 
information— 

Write in No. 950 on card, Pg. 53 


15 MILLION ADS 
EVERY MONTH 


Se 


The super-penetrating rust solvent 
used by farmers, do-it-yourselfers, 
mechanics, plumbers, sportsmen, 


Your Wholesaler Has It! 


RADIATOR SPECIALTY CO. 9 
Cherlotte, North Ceroline 4 
wee = = a a om a 


@<SQee ae Qe ee eeeeeeoeaeoaae elec] 








monofilament line, sinker, and choice REPRESENTATIVES WANTED 


of hook size with re-useable winder. . Manufacturer of galvanized steel 

Each furnished line is packed in- For information on pee meee 5. poe er ~ agents 

: : . z or Georgia, abama, and other south- 
dividually in a poly bag, 12 to a SALES AIDS ern states. Item shipped K. D. and 
self-selling counter display card or meeting with great success. TUBULAR 
cae a : : See Pace 53 METAL. PRODUCTS, 555 W 18th 
carton. For more information— 9 Street, Hialeah, Florida 


Write in No. 949 on card, Pg. 53 





























W. R. C. Smith Publishing Co.  [ New MARKSMAN air pistol shoots ail 3 
Department SH-5 


806 Peachtree St., N.E. C1) Renewal ALL METAL 
Atlanta 8, Georgia CONSTRUCTION 


Please enter my subscription to SOUTHERN HARDWARE for 3 weight and feel of a real .45 
years. powerful + accurate + guaranteed 
*Gift boxed complete 
with BB's, Darts 
Pellets and 
Name ~ Targets 


Firm ___ Position 








PELLETS 
P. O. Box or SSE" For ail makes of SEE YOUR JOBBER OR WRITE FOR INFORMATION TO 


S dN ae Pistols & Rifles RYMARKSMAN PRODUCTS 
treet an eo. —_ Both .22 & .177 Cal )) EN 4. HARRIS, INC. 
sia in tins of 500 & 200 LOS ANGELES 25, CALIFORNIA 
City _ State ———— 

Fireball Dart Game 


O) Enclosed find $2.00 C) Send bill for $2.00 ae vere : ’ Y8 Slingshot “ and Dart 























wk? ALWAYS SELL GENUINE T\n 


_=@MOLLY 3° 


A J: ll 


Write for Free— 


-Literature ~ SCREW ANCHORS and JACK NUTS 
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Llhose who 
ANOW 
(Quality 


CEYpec Ul. 


and GRABLER soware’cee” 
quality stands out... 


quality in the complete product line... 


quality of distribution through wholesalers only, 


saving time and money for everyone concerned ... 


quality of service to fill your needs promptly and 


completely. These are the inherent advantages that 


you automatically receive whether you are stocking, 


selling or using GRABLER pipe fittings. These 


quality features don’t cost you a single cent extra... 


Warehouses Providing Dependable Service to Wholesalers 


New York © Philadelphia © New Orleans 
Boston © Atlanta © Pittsburgh © Cincinnati 
Dallas © Chicago ® St. Lovis © Detroit ¢ Denver 
Minneapolis * San Francisco ©® Los Angeles 


The GRAGLER 


GRABLER SQUARE “GEE 


PIPE FITTINGS 


ORDER A SUPPLY FROM YOUR WHOLESALER TODAY 


nufacturing Co. © 6565 Broadway * Cleveland 5, Ohio 





GET YOUR SHARE 
OF 1959's 
BIGGEST BUSINESS 


e LOW INVENTORY 
e LOW COST 
e MINIMUM SPACE 


@ MERCHANDISING DISPLAY 


Now you can get a share of the fastest 
growing trade today . . . the big business 
in marine supplies and accessories. Watch 
the boats go by . . . and be sure they buy 
their Marine Cordage from you. This new 
Marine Rope Rack (FREE) contains 100%, 
Polyethylene Braided Yellow Rope, 100°, 
Nylon Braided Rope and Vinyl Coated 


Tiller Cable. All fast moving items. 


The rack is only 24 inches high and takes 
up less than one square foot of counter 
or floor space. Here's a really low cost, 
low inventory, easy way to get into the 
marine rope business. Ask your wholesaler 
or send in the coupon for more informa- 


tion. 


Ki ® JOHN H. GRAHAM & CO. INC. 


105 Dvane Street, New York 8 N. Y 


CORDAGE 


For more information use Handy Return Card, Page 53 


KING COTTON C 
105 Duane Street 
New York 8, New 





ORDAGE 


York 


Please send me more information and prices o 


Marine Rope Rack 
Name 

Address 

Company 

City 


My Wholesaler is 


SOUTHERN 


HARDWARE for JUNE, 


the 





